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541 typical Architect-Engineers 
wrote this advertisement! 





WHAT ARE ARCHITECTS AND ENGINEERS WORKING ON Tol 


(... and what are they doing about tomorrow?) 


541 architect-engineers from six states answered several important ques- 
tions the RECORD asked them about their activities and plans. A quick 
Just-completed RECORD survey shows summary follows. The complete details are published in August RECORD. 
(Note: Don’t worry when all replies for any one question don’t add uv 
r . D ‘ ' ‘ Z p 
high percentage of architects and engi- to S41. It merely means not all respondents answered that question.) 












































neers now active in war construction... 
an amazingly high percentage active in 


planning buildings for post-war needs. 





There’s been a lot of offhand comment and 


: , . 4. Have you planned, or are you now 
conjecture about what architects and engi- 


ning buildings to be erected after the 












neers are doing, and what they will be doing. ANSWER: Yes 242 No 2 
- . d 1. My present job is that of. - 
Wouldn't you like to know the real facts? ANSWER: Architect 410 Engineer 48 A peg see oo 
¢ . balf—are actually working on plans for builé | 
: Miscellaneous 17 . se! 
W ell, the ReEcorD thought the best way to , — i 48% to be erected after the war. Here are just a few = 
es i oo a Carne eg n private practice................ ° . differe san oft ecatiana: tien ail s 
find out was to ask the se men, themse Ives. So Wild quvesemend eusacies._.20% the different types of projects they are working shed 
we mailed 3600 questionnaires to architects With corporations.................. 14% Apartments .. 11 Complete planned J#RIp at 
and engineers in six selected states. A good With armed forces................ 5% Residential bldgs. 53 communities —[ 20 


15 per cent replied. Churches 18 Public bldgs — 
SOROS cence Airports and airport 

Their replies show an overwhelming ma- Hospitals 98 Bldgs ees 
jority of them still active in architectural Industrial bldgs, 24 Institutions —— 
work ... that a sizeable percentage of their Commercial bidgs.11_ Low cost housing— 
en Prefabricated bousig 


work has changed . . . that they contemplate 
still further adjustments . . . that more than 
half of them have post-war projects now on 
their boards . . . that no less than 94 per cent 2. My work @ year Ggo WOS........ccccccceceenee 


expect to continue practice when the war is ANSWER: Same 298 Different 100 
won. Whereas practically all these men are doing archi- 





- tectural work almost 25% have seen some change 
What does all this mean to you? Exactly in professional employment. 
the same as it means to the Recorp! 





First: that these active architect-engineers 
need our help right now . . . materials, equip- 
ment, know-how. Second: that the architect- 
engineers function, vital in war building, will 
continue to be vital in post-war building. 
Third: that we can help guide his planning 
and his specifications for post-war building 
by the useful material we publish now, today. 


5. Do you expect to return to practice it 
post-war period? 
ANSWER: Yes 374 Ne 


Apparently architects feel pretty confident 
the long pull and their own future. G4% said! 


expect to be doing business at the same stané 





In What capacity? 
ANSWER: Architects 323 Engineers 


What are you doing to help architect- 3. If you contemplate a change of work in Cee eee 


enginers ... to help yoursel/? the near future what will it probably be? 
ANSWER: 
Your RECORD representative will be glad to To armed forces... 56 
tell you what the RECORD is doing today, and Private BEES aneccnesneoneeens--seeeee. 18 
¥ Government agencies .............. 38 
how we can team up for mutual helpfulness. Other business .......................... 





ARCHITECTURAL RECORD, F. W. Dodge 
Corp., Publishers, 119 West 40th St., New York. 
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ANEXT MONTH 


ects = more ° 


lane for bul THE MEMBERSHIP roster of the National 
> are Just # "industrial Advertisers Association will be pub- 
shed in the October issue. With its member- 
Jete planned [tip at the 2,000 mark, the roster is a “Who's 
amunities _-[¥Y00" of the industrial advertising field. 


¢ bldg. — he GUIDE for Postwar Planning Activities 

rts and site Hy Industrial Companies,” by S. A. Holme, Mar- 

igs. ——-———et Research Section, General Electric Company. 

utions Mr. Holme is one of the men heading G-E’s 

ost housit—Hiiastt postwar planning program and has written 

bricated bos Mis practical, informative, and instructive article 
pecially for INDUSTRIAL MARKETING. In six 
tinite steps he tells how to organize a postwar 
anning group, set up its objectives, and conduct 
‘ activities. An invaluable contribution that 
Nery executive should have for study and ref- 
rence 


“SUGGES TIONS for Simplifying Wartime 
“ling Procedure,” by Gerald E. Stedman, Mar- 
eting Counsel "Based on a broad field survey 
mong war contractors, these suggestions will 

valuable time and make your sales 
ter , 

. tice in ettective. 
= \G the Comparative Values of Busi- 
we Mee Papers,” by George C. McNutt, Advertis- 
R. G. LeTourneau, Inc. Present- 
ry confident PE a technique for media evaluation that rates 
ire. 94% 8 “EOcations in relation to characteristics of spe- 
he same stan - ae V e advertiser. It's timely just be- 

® planning next year's program. 


“| 


re ‘mor ily, except October, semi-monthly, 
Advertising “ublications, Inc., at 100 E. Ohio St., 
wt Oe U.S Telephone Delaware 1337. New 
$643. ) W. Forty-Second St. Telephone: 
wthel 2. Ser Francisco, Russ Bldg.; Los Angeles, 
tld Bldg Single copies, 20 cents, except 
ber ue, which is not sold separately. 
ition, |S. and Canada, $2.00 per year. 
on, $2.50 a year. Entered as sec- 

December 22, 1936, at the post- 

Illinois, under the Act of March 


y are working 
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requests the Chief Electrical Engineer of a large 
Eastern utility (name withheld upon request) . . . 





GUEST REVIEWER of the Advertising in Electrical 
World for August 8th. 


“Have to get things done 
in a hurry these days,” this engi- 





neer continued, looking up from a 
crowded desk. “I can’t take time to 
read advertising that is too involved and difficult 
tO get at. 

“I never let Electrical World get by me, however, 
even though I'm pressed for time. But the ads I stop 
to read are those that have something important to 
say and tell it sim pl) and clearly .. . particularly 
when they utilize good pictures and charts in place 
of long-winded wordiness.”’ 

Our reviewer paused, pointed to a page, and 


frowned “Screaming or scare headlines scare me 








Bie ELLIOTT lice pole melers 
—e, lhe Tha 


ELECTRICAL WORLD helps get things done, too. . 
America’s “super plants,” utilities, government, etc... . 
electric power is made, distributed, marketed or utilized. Built 
around the community of interest existing among these men, it has 
inevitably become the recognized transmission line for useful fact 
and know-how for those who sell or serve this broad field. 


NO. 23 OF A SERIES 


right away from reading,” he went on. They are 
annoying. So are high pressure sales claims. Give me 
reasonable statement and sound engineering. As | 
turn these pages I have in mind some definite prob- 
lems or special jobs on which we're working. Any 
advertising that does an honest job of offering some- 
thing of possible use to us gets attention.” 

This busy engineer isn’t the first top-ranking util- 
ity or industrial executive to state he'd rather have 
graphs than gags the unfrivolous facts rather 
than trick stuff. Read carefully his comments under 
the little ads below (also his “Brickbats”. And be 
sure to check his valuable comments on heavy cable 


in the hypothetical ad at the right. 


Our Market Research Manager says he'll be glad 
to send you the previous 22 Guest Reviews if you'd 
like to study them. Write him at ELECTRICAL 
WORLD, 330 West 42nd St., New York, N. Y. 


. for engineers in 
wherever 


New! CSP = Power Transformers 
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Agency Service Enalles Aduertising Man 
le Do a bigger Jot 


Broader viewpoint, wider contacts, and craftsmanship 


contribute many plus values to the marketing program 


@ INDUSTRIAL ADVERTISERS 
have tended more and more in recent 
years to make use of the services of 
advertising agencies. 

This is as it should be. Such help 
brings to the industrial advertiser the 
benefit of wider, more intimate con- 
tacts; actual experience in the solu- 
tion of many diverse problems, and 
leaves the advertising manager free 
to perform his more important func- 
tions as a sales and marketing execu- 


is, of course, the main business 
of an advertising agency to transfer 
into advertisements the ideas of the 
advertiser. The various members of 


an «gency are first of all craftsmen, 
thoroughly familiar with the tools of 
the trade, and with developments 


anc trends in the visual and mechan- 
ica’ preparation of advertisements. It 


is tcerefore unnecessary for the ad- 
ver sing manager to concern himself 
wit such details, or the details of 


con racts, closing dates, position, 
checing, etc. These are the normal, 


By HARRY NEAL BAUM 


Advertising Manager, Fairbanks, 
Morse & Co., Chicago 


the expected services of an agency 
which permit the advertising man- 
ager to devote more of his time to 
ideas, planning, and the unification 
of all sales effort. 

There are, however, many other 
services which the advertising agency 
can and does pertorm for the adver- 
tiser; and although some of these 
services may have little or no connec- 
tion with the actual preparation and 
placing of ads, they are of inestimable 
benefit to the advertiser: 

Market Researcu. Every well- 
organized agency today has a re- 
search division or facilities for under- 
taking research; in fact, in many 
agencies this department is one of the 
most important and active of the 
business. 

Market research can be used so 
profitably in so many different ways 
that one wonders why industrial ad- 
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vertisers do not make more use of 
it; it substitutes knowledge for guess- 
work on “hunches,” it provides facts 
for development in both product and 
market, it saves money and effort by 
avoiding mistakes and by indicating 
proper direction. 

A few years ago, it was suggested 
to our company that there was a 
profitable market for one of our 
products in North and South Dakota. 
Local conditions involved changes 
in design and manufacturing, so a 
market investigation was undertaken 
by our agency. Research showed the 
region was sparsely populated, cities 
far apart, and the people mostly farm- 
ers with moderate incomes; sales rec- 
ords for products somewhat com- 
parable were poor, and an analysis 
of the business of distributors and 
dealers who would form logical out- 
lets indicated results would not be 
profitable enough to warrant the de- 
sign and manufacturing changes 
necessary. 


In another instance, a_ sufhcient 


13 
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It'll Shorten the War! 














































































number of complaints were received 


about a certain 


product to raise 
doubts in our Market re- 
search disclosed that the product was 


basicly sound, but that loads had been 


minds. 


increased enormously in the year or 
two since installation, and that addi- 
rather 
than changes in the product itself. It 


tional equipment was needed 
also disclosed much greater satisfac- 
tion and success than had been real- 
ized because of the importance we 
There 


was, however, just enough indication 


had given these complaints. 


of insufficient attention to installa- 
tion and servicing to bring about a 
number of changes in this depart- 
ment. 

ReapersHip Strupies. Of more di- 
rect interest to the advertising man 
for sales and marketing information 
are the readership studies which agen- 
cies undertake for their clients. Our 
company has conducted an annual 
continuing readership study for the 
past five or six years which we feel 
has been of incalculable value to us 
in placing our advertising where it 
will work directly with the salesmen 
and have a positive influence upon 
our customers and prospects. 

Our method is based upon a very 
careful analysis of the proportion of 
business done in the various product 
lines by each of the branch houses. 
Experience determined that approxi- 
mately 3,000 must be 
made, and the number of interviews 


in each branch house territory is ap- 


interviews 


portioned according to the sales of 
each branch in each product line as 
shown by the statistical analysis. 
Having arrived at the number of 
interviews to be made for each prod- 
branch 


to supply the 


various house 


asked 


uct line, t he 
managers are 
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This selection of advertisements from business papers shows how the various steel companies are devoting 
part of their space to promoting the nation-wide drive for steel scrap, and graphically illustrates one phase 
of the important war role industrial advertising is playing. This is in addition to the codperative campaign 


customers in accordance 
These 


are then given to the agency for in- 


names of 
with specific quotas. names 
vestigation, analysis, and report. 

For almost two months, trained 
tabulators probe the answers; divide 
the returns according to geographical 
areas from which they emanate; clas- 
sify respondents according to their 
executive correlate data 
according to the products their com- 
panies buy or are prospects for; ana- 
btyze the replies by the specific indus- 
tries in which they are engaged; key 


function; 


responses to the financial rating of 
the companies represented. From such 
an operation there evolves a compre- 
hensive and integrated picture of the 
publication readership habits of ex- 
ecutives in industries which comprise 
the market for our products. 
Readership surveys may also prove 
of real value in determining the im- 
portance of a market for a 
product as represented by the circu- 


given 


lation of an individual publication. 
Such a survey made among subscrib- 
ers to the publication will show what 
the companies of the subscribers rep- 
resent to you as a market; what in- 
fluence these men have beyond their 
company afhliations; what influence 
they have in the purchase of your 
product; how well they know your 
company; what advertising of your 
own or similar products they recall; 
what salesmen have called upon them 
in the last six months; and similar 
that basis 
for evaluating the publication as well 
as checking your advertising. 
Factory Prosiems. Personnel Re- 
lations, War Production Drives. Ad- 


vertising agencies have proved to be 


information gives a real 


of enormous help to advertising men 
when these and similar problems are 
















given to them for handling. Fre 
quently agencies have been called 
upon by other clients to assist wit 
just such problems and from th 
background of experience they hay: 
learned what to do and how to do it. 
They know human nature and what 
will appeal to the average man and 
woman; they can suggest, advise and 
direct production drives in an under- 
standing manner which gives them 
seriousness, character, and the appeal 
which wins whole-hearted support. 
They can assist in presenting the com- 
pany to its employes in a manner 
which makes it self-evident that there 
are not two factions—management 
and labor—but one living, seif-re- 
specting organism with each of its 
parts interested in every other part, 
each dependent upon the other, and 
all working purposely and conscien- 
tiously to a common end. 

Not so long ago we sent a top- 
notch photographer into one of the 
factories to take carefully lighted 
photographs from interesting angles 
of our employes at work on different 
processes. The basic purpose of these 
photographs was to show the care 
and skill employed in the manufac- 
ture of one of our lines of product, 
but we insisted that the workers form 
a prominent part of each photograph. 
These photographs were used in pre- 
paring a series of advertisements 
which appeared in a number of in- 
dustrial publications; copies and en- 
largements of the advertisements were 
posted in a number of prominent 
places in the factory so that the 
workers could see for themselves what 
we thought of them and what we said 
publicly of their skill and workman- 
ship. 

It has long been our custom to post 
reproductions of representative ads in 
our factories, and in recent ads more 
emphasis is placed upon the impor- 
tance of the individual worker in the 
accomplishments of the company. 

Postwak PLANNING. Every sales 
and advertising executive is today 
thinking and planning for the post- 
war period; research divisions are pre- 
paring new and improved products, 
and the question of markets is upper- 
most in many minds. Here again 
the advertising agency can be of great 
help and service. It will analyze your 
new products from all the different 
merchandising angles and give you 
definite information on their accept- 
As a result 
of its investigations, it may recom- 
(Continued on page 108) 


ance in various markets. 
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By S. C. BROWN 


Advertising Manager, The Cleveland Tractor Company, Cleveland 





War Broadens Onporlunities 


Agency Senice 


If war restricts normal functions, the alert agency 


can help clients in many new and more important ways 


@ THERE HAS BEEN woo little 
emphasis placed upon the “general” 
value of an advertising agency 

as distinguished from specific normal 
services. Perhaps upon that phase 
the agency business will become em- 
battled for what now seems to be 
quite a struggle for existence on the 
part of some. 

There are, of course, the subtleties 
of “broad service,” “research” and the 
“right arm” of an advertising depart- 
ment, to which many agencies sub- 
scribe, it seems to me, with severe 
consciousness. In these rather unde- 
fined virtues there will continue to 
be gradations of value according to 
the sincerity of their applications and 
the talents which give them reality. 
But only in exceptional cases will they 
be felt. Other and more specific 
values must flank such tenuous ap- 
proaches if those served are to gain 
appreciably now under the average 
agency agreement. 

Space will, in some classifications 
of general advertising, contribute less 
and less to the agency income. In 
the industrial trade group of adver- 
tisers to which we belong, there need 
be little change. In most instances 
company space requirements will even 
increase, 

is realistic to view the matter 
in is light because it is the pattern 
of war. In no nation, already affected 
by the severities of conflict in its 
own land, is there even a fair measure 
of ceneral advertising as we define it 


here. If we are to base our expecta- 
tions upon maintaining it in volume, 
upon what happened in the previous 
world struggle, let’s consider the vast 
difference in the two wars and revise 
our thinking to fit this one. 

This is not a war to put down a 
rebellious Germany. It is an all-out 
struggle to prove that we and our 
allies can in a short time catch up 
with what a decade of preparations in 
Germany and Japan has built as a 
challenge to our way of life. There 
should be no misgivings as to whether 
the job can and will be done. But 
there should be the retaliation that the 
“catching up” must be done first; the 
fighting after that. 

The nation no longer thinks merely 
in terms of purchasing commodities 
for resale and for civilian use. This 
was habit in pre-war life, and the 
success achieved is published in count- 
less catalogs and displayed in scores 
of busy retail stores. Buying now is 
getting the most, the quickest, to 
help win the war. And by this view- 
point the whole consumption sched- 
ule is changed. However, supply and 
demand must sooner or later be bal- 
anced in a postwar market. When 
they are balanced in the war era, 
even perhaps with some reluctance 
on the part of many private citizens, 
there will be shortages of everything 
from shoes to tractors. 

This privation of the individual 
isn’t going to permanently affect his 
freedom of choice nor his powers of 
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discrimination, but, because shortages 
exist, there will be little to justify this 
freedom or this ability to make de- 
cisions. 

It may take more space advertis- 
ing to keep this individual aware of 
existing or potential products than 
it took to sell him specific advan- 
tages. 

Capable men can decide on this ac- 
cording to their own problem. But 
we must keep that awareness of brand 
names alive. Let’s recognize that as 
a space job, it isn’t as big as the selling 
job. 

Whether the curtailment of certain 
advertising classifications is due to 
this, or that cause, is not a matter 
of debate. It is curtailed. Many cor- 
porations and agencies know this only 
too well. The point we want to 
make here is the fact that this share 
of the agency-client problem is not 
just temporary. This whole business 
of war has to be settled before speed 
can be resumed. 

Is there anything in this idea of 
“general” agency service that can 
help our companies in the meantime? 
Can advertisers use agencies in other 
than strictly advertising work? Have 
war conditions created jobs that ad- 
vertising agencies are equipped to do? 

An affirmative answer to the third 
question On mew opportunities is not 
necessarily an answer to the first ques- 
tion of an agency’s service in other 
than strictly advertising duties. There 

(Continued on Page 110) 


15 























504 Agencies Placed 213,831 Pages in 





Business Papers in 1941 


14.88 per cent increase over 1940 reflects greater 


@ ADVERTISING AGENCIES 
continue in increasing importance in 
the industrial advertising field ac- 
cording to their reports of business 
placed in business papers during 1941 
and 1940. Five hundred and four 
made their figures 
MARKET- 


ING’s annual tabulation presented on 


which 
INDUSTRIAI 


agencies 
available for 


the following pages placed a total of 
213,831 pages of advertising in busi- 
ness papers in 1941. Of this num- 
ber, 500 were able to report also for 
1940. 212,886 


pages in business papers in 1941 as 


This group placed 


against 185,308 pages in 1940, an in- 
crease of 27,578 pages, or 14.88 per 
cent. 

That agencies are becoming an ever 
greater factor in the preparation and 
placement of advertising in business 
papers is indicated when a comparison 
is made of the increase in their 
placements with the increase of busi- 
ness carried by the publications. Ac- 
cording to INpUsTRAL MARKETING’S 


tabulation of advertising volume, 


published in the January issue, as 
reported by 113 business papers in a 
wide selection of fields, the increase 
in business paper advertising for 1941 
as compared with 1940 was thirteen 
per cent. Whereas the agencies’ in- 
crease in placements in such publica- 
tions during 1941 was 14.88 per 
cent. 

Furthermore, last year 479 agencies 
reported an increase of 9.7 per cent 
in pages placed in business media in 
1940 as against 1939. 

It may be noted that the NIAA 
Survey of Industrial Advertising 
Budgets for 1941 showed that 68.85 
per cent of the advertisers covered 
advertising 


employed an agency, 


whereas only 61.76 per cent reported 


16 


participation of agencies in industrial advertising 





using agency service in the 1940 sur- 
vey. 


The tabulation on the following 


pages was compiled from _ reports 
made by the agencies directly to 
INDUSTRIAL MARKETING. All adver- 


tising agencies listed in the Standard 
Advertising Register Agency List 
were invited to participate in the sur- 
vey. They were requested to report 
their placements in all kinds of busi- 
ness papers, regardless of their affil- 
iations, and whether audited or un- 
audited, so long as they were re- 
sponsible and of continuous 
Thus, the tabulation is the only com- 
prehensive indicator of the amount 
of business carried by business papers 
and its trend. All agencies are urged 
to coéperate in the annual survey in 
order to establish these vital figures. 
Batten, Barton, Durstine & Osborn, 
Inc., leads the list of agencies in the 
number of pages placed in business 
papers, as it has since the tabulation 
was established in 1940. Beyond that, 
however, there was considerable shift- 
ing of positions in the 1941 and 1940 
rankings. 
McCann-Erickson, _ Inc., 
from sixth place in 1940 to second 
place last year, with a one-third gain 
in number of pages placed. Lord & 
Thomas went to third place from sec- 
ond in 1940, while J. Walter Thomp- 
son Company and G. M. Basford 
Company continued in their fourth 
and fifth places respectively. Fuller 
& Smith & Ross, Inc., although with 
a substantial gain in placements in 
1941 shifted to sixth place from third. 
Campbell-Ewald Company held its 
rank of seventh, while The Buchen 
Company and Murray Breese Asso- 
ciates, ninth 
and eighth places respectively. Cock- 


issue. 


jumped 


Inc., exchanged their 
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field, Brown & Co., Limited, and 
Evans Associates, Inc., again occupied 
tenth and eleventh places, although 
the latter had an increase of more 
than twenty-nine per cent in place- 
ments in 1941. 

Some other interesting highlights 
of the tabulation are the shift of 
Charles W. Hoyt Company, Inc., 
from twentieth to twelfth place with 
a 59.6 per cent increase in placements; 
Geare-Martson, Inc., stepped up to 
twenty-first place from thirtieth in 
1940; James Thomas Chirurg Com- 
pany twenty-eighth from thirty- 
ninth; and Oakleigh R. French & 
Associates, fortieth from fifty-sixth, 
the last two placing over fifty per 
cent more pages in 1941 than in 1940. 

Paris & Peart, sixtieth, and The 
Caldwell-Baker Company, 
first, nearly doubled their placements 
last year. 

It is noteworthy that Canadian 
materially increased their 
For example, Nor- 


eighty- 


agencies 
business in 1941. 
ris-Patterson, Limited, moved to siX- 
teenth place from twenty-first in 
1940, and J. J. Gibbons, Limited, 
stepped up to twentieth from twen- 
ty-seventh. 

Although these comparisons are in- 
teresting, the survey is not made for 
comparative purposes in respect to the 
agencies represented, but rather 
indicate the trend of agency partici- 
pation in industrial and business 4 
vertising, as well as the trend in the 
use of business papers as advertising 
media. 

INDUSTRIAL MARKETING 
its appreciation to the agencies w!<h 
have codperated to make this an 
feature a success. It is hoped 
even more agencies will partici; “ 


expr s 


next year. 


m 





































(For story, see page 16) 
SPACE PLACED IN ALL BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1940-1941 
As compiled from reports made to INDUSTRIAL MARKETING by the Agencies. 

Rank Pages Used | Rank Pages Used 

1941 1940 1941 1940 | 1941 1940 1941 1940 

l 1 Batten, Barton, Durstine, @ Osborn 10,342 9,684 | 78 58 Theo. M. Martin Company....... 641 756 

2 6 McCann-Erickson, Inc. .......... 5.436 4,076 | 79 77 Mumm, Romer, Robbins & Pearson 635 555 

3 a RR ee BR ko 6 oc heecas nce 5,173 5,550 | 80 91  Beeson-Faller-Reichert, Inc. ...... 625 490 

4 4 J. Walter Thompson Company.... 5,027 4,339 81 150 The Caldwell-Baker Co.......... 616 329 

5 , Gh, Oe ee Baws ckaaene nes 4,948 4,109 82 TO Pee, . SE. aces hdees cmene 615 491 

6 3 Fuller & Smith & Ross, Inc........ 4.946 4,401 83 74 Brennan Advertising Agency..... 609 593 

7 7 Campbell-Ewald Company} ...... 3,988 3,664 > ae RP A ee 605 371 

8 D “Te BOE. Cid sc vccscnedssuce ae see SF 103. Feomk Best © Cie. Wieivsis oc cscicas 604 462 

9 8 Murray Breese Associates, Inc..... 3,156 3,110 86 80 Roland G. E. Ullman Organization 585 538 

10 10 Cockfield, Brown & Co., Limited.. 2,819 2,672 87 140 The Arrick Company........... 580 393.47 

11 11 Evans Associates, Inc............ 2,584 2,001 88 79 Lamport, Fox and Company...... 573 540 

12 20 Charles W. Hoyt Company, Inc... 2,578 1,615 89 102 Peterson & Kempner, Inc......... 556 §©6©463 

13 i. Bees “2. GO, Bika cccciacee B30 Lee 90 101 Commercial Advertising Agency... 550 467 

14 12 Reincke-Ellis Younggreen & Finn.. 2,079 1,986 91 SS Compens OG FeO cc ccccwieness 547 514 

15 13 The Griswold-Eshleman Co....... 1,987 1,897 91 151 Morrison Advertising Agency, Inc. 447 326 

16 21 Norris-Patterson, Limited ........ 1,932 1,602 93 97 Doyle, Kitchen & McCormick, Inc.. 545 480 

17 16 Rickard and Company, Inc....... 1,906 1,808 94 59 Root-Mandabach Adv. Agency.... 530 734 

and 18 14 Hazard Advertising Corporation.. 1,880 1,865 95 112 Almon Brooks Wilder, Inc....... 529 410 
d 19 15 D'Arcy Advertising Company.... 1,878 1,853 96 146 Carter, Jones & Taylor Adv. Agency. 512 332 
pan 20 ZF 1 Ge, BOG kos oo ven cs 1.850 1,347 SF 8 =6Fh BE CH SB ke ars whens 510 529 
ugh 21 a ee 1,768 1,279 98 119 Schipper Associates ......scc00- 507 396 
ore 22 24 Horton-Noyes Company ........ 1,692 1,459 99 111 Mace Advertising Agency, Inc.... 505 417 
23 22 Ketchum, MacLeod & Grove, Inc.. 1,674 1,574 | 100 93 Spencer W. Curtiss, Inc.......... 502 488 

ice ~ 24 23 The Aijtkin-Kynett Co........... 1,583 1,53 101 92 Harry B. Green & Co., Inc....... 501 489 
25 ar ee 1,565 1,438 101 132 Staake & Schoonmaker Co....... 501 363 

hts 26 28 Hutchins Advertising Co., Inc..... 1,519 1,324 | 103 86 D. P. Brother & Company....... 497 $03 
27 26 Roche, Williams & Cunnyngham.. 1,517 1,411 104 67 Evans, Nye & Harmon, Inc....... 494 648 
ot 28 39 James Thomas Chirurg Company.. 1,502 1,001 105 134 Potts-Turnbull Company ........ 493 353 
nc. 29 tee a a eee 1,481 1,620 | 106 108 The S. C. Baer Company........ 492 445 
el 30 31 Sutherland-ADDott ......ccccccce 1,426 1,246 106 183 J. R. Hamilton Advertising Agency 492 253 
on 31 33 Henri, Hurst & McDonald, Inc.... 1,418 1,177 | 108 123 Robert B. Grady Company....... 490 386 
its 32 46 Gardner Advertising Company.... 1,408 919 | 109 201 Lee-Stockman, Inc. ............. 488 223 
to 33 32 The McCarty Company.......... 1,367 1,217 | 110 118 The J. Horace Lytle Company.... 487 397 
34 44 MacLaren Advertising Co., Ltd.... 1,357 952 111 96 Chas. Dallas Reach Co........... 485 483 

in 35 40 Meldrum and Fewsmith, Inc...... 1.315 1,000 111 ee. 2S ere re ee 485 524 
ym - 36 35 Klau-Van Pietersom-Dunlap Assoc.. 1,314 1,044 | 113 157 Cory Snow, Inc................4. 483 313 
_— 37 17 Aubrey, Moore & Wallace, Inc.... 1,312 1,734 | 114 156 Cecil & Presbrey, Inc............ 479 316 
; 38 =©6©43)~=60R. E. Lovekin Corporation....... -: 7 Be ee ee! a SO eee 471 401 
& 39 OF 5. Be. Bee, Mis ccceneacd cos 1,211 925 116 112 L. C. Cole Adwertising.......... 470 410 
th, 40 56 Oakleigh R. French @& Associates... 1,188 790 117 98 L. W. Ramsey Company......... 468 478 
4] 49 Newell-Emmett Company ....... 1,172 887 | 118 100 Beaumont and Hohman, Inc...... 464 468 
p= 42 3 MacManus, John & Adams, Inc... 1,159 1,034 | 118 182 J. M. Hickerson, Inc............. 464 254 
40. 43 29 Marschalk and Pratt, Inc......... 1,129 1,302 120 142 lIohn W. Odlin Company, Inc..... 461 344 
he 44 41 Charles L. Rumrill & Company... 1,106 988 | 121 135 Barlow Advertising Agency. Inc... 460 352 
45 37 Albert Frank-Guenther Law, Inc... 1,100 1,020 122 152 R. C. Smith & Son, Limited...... 456 325 

ty- 46 TS. Te De Gs anu bsknd<camenens 1,048 890 123 110 Weston-mernett, Inc. ...cccecass 452 435 
nts 47 38 Western Advertising Agency. Inc.. 1,041 1,008 124 87 The Bayless-Kerr Co. ........... 448 502 
48 3 Buchanan & Company, Inc....... 1,007 1,144 | 125 115 The Franklin Industrial Service, Inc. 441 403 

| 49 7. DS cncam ee tmaikiae ain 988 803 | 126 107 Benjamin Eshleman Company..... 440 447 
ian 50 47 Russell T. Kelley, Limited........ 958 901 127 106 Knox Reeves Advertising, Inc..... 437 450 
reir 5] TP Be BE. cca k sd nse obscene 936 i? mee ae! eS eee ree 432 476 
52 42 Erwin. Wasey & Company....... 928 980 128 93 Needham, Louis and Brorby, Inc.. 432 488 

vedi 53 53 Ronalds Advertising Avency, Ltd.. 908 806 130 155 Seemann @& Peters, Inc........... 430 320 
IX- 54 55 The Fred M. Randall Company... 902 800 | 131 117 Paulson-Gerlach & Associates, Inc.. 425 400 
in 55 62 RBehel and Waldie and Briggs..... 890 676 131 124 The House of J. Hayden Twiss... 425 385 
4 56 51 Donahue & Coe, Inc........ ios won 875 | 133 177 Parker-Allston Associates, Inc..... 424 271 
— 56 57 Van Sant, Duedale & Co., Inc.... 878 762 134 121 Geyer, Cornell & Newell, Inc..... 421 39] 
en- 58 70 Doremus & Company........... 873 635 | 135 82 Arthur Meyerhoff & Company.... 419 526 
5 GE ‘Wie. BD Ws ccc cceccacess: 872 713 135 127 Walsh Advertising Company, Ltd. 419 384 

a ee RO RO ere 857 453 137 135 Snow, Bates & Orme, Inc........ 409 352 

- 61 78 J. Stirling Getchell, Inc.......... 854 550 | 138 ... MacFarland. Aveyard & Company 404 phe 
tor 62 68 Ed Wolff & Associates.......... 848 644 139 162 G. E. Hatch Advertising......... 403 304 
the 63 63 The Cramer-Krasselt Co.......... 839 676 140 154 Lawrence C. Gumbiner Adv. Agency 401 322 
‘ C6 PF OW. G.. Bee CRs cc vcccicves 816 485 141 171 Willard G. Myers Adv. Agency... 400 284 
to 65 sO SO eee 812 603 | 141 263 Wortman, Barton & Co., Inc..... 400 147 
i- 66 52 Moser & Cotins, Inc.........,... 764 846 | 143 124 Sidener and Van Riper, Inc...... 398 385 

j 67 66 William Jenkins Advertising...... 748 649 | 144 162 Simmonds & Simmonds, Inc...... 396 304 
68 71 McLain Organization, Inc........ 745 612 144 50 United States Advertising Corp.... 396 880 
12 69 64 F. M. Frevstadt Associates, Inc.... 735 671 146 153 Advertisine Preducers—Associated 389 323 

, 70 65 Wildrick & Miller, Inc........... 720 681 147 318 Guy C. Core Company......... 387 97 

3 71 87 Alan Bridgman Sanger.......... 702 502 148 147 Houck & Company. Advertising... 38% 330 
72 69 Tracy-Locke-Dawson, Inc......... 698 642 | 148 179 The W. E. Long Co............ 385 265 

s co: BOS. Dee WP WO paws a cceees cue 689 453 | 148 138 Walter B. Snow & Staff, Inc...... 385 391 

h 74 75 Terrill Belknan Marsh Associates... 687 581 | 151 129 Sommers-Davis Co. ............ 381 378 
75 89 Kreicker & Meloan. Inc.......... 684 498 | 152 122 Ray K. Glenn Advertising....... 378 389 

' 76 84 The Ralph L. Dombrower Co.... 681 515 | 153 166 Carr Liggett Advertising Agency.. 375 302 
77 3 Wm. B. Remington, Inc.......... 668 601 153 131 Roeding & Arnold, Inc.......... 375 370 

tn ae UM ee 372 295 

tIncludes Campbell-Ewald Company of New York (Continued on following page) 
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[CONTINUED FROM PRECEDING Pace] 
SPACE PLACED IN ALL BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1940-1941 
As compiled from reports made to INDUSTRIAL MARKETING by the Agencies. 

Rank Pages Used | Rank Pages Used 
1941 1940 1941 1940 | 1941 1940 1941 1940 
156 144 The Parker Advertising Co...... 366 337 230 | ee” BG OR Se ee 227 558 

156 109 Howard Swink Advertising Agency 366 44] 230 237 Jerome G. Galvin Advertising Co. 227 173 
158 133 Davies and McKinney........... 359 361 | 233 293 Merrill Symonds, Advertising... .. 223 115 
159 160 Bronson West, Advertising....... 357 308 234 221 The Artwil Co., Advertising, Inc. 218 194 
160 114 The Earle A. Buckley Organization 354 406 234 216 Robert H. Brooks Co........... 218 201 
161 197 W. L. Towne Advertising....... 346 231 234 207 Frederick A. Spolane Co........ 218 218 
162 159 Geo. H. Gibson Company........ 345 309 | 237 226 Carter-Thomson Co. ............ 217 187 
163 139 Cummings, Brand & McPherson... 342 348 238 247 Hart Lehman Advertising........ 216 164 
163 145 George T. Metcalf Company...... 342 335 239 225 Bonsib Advertising Agency...... 215 188 
165 185 The Ridgway Company, Inc...... 339 249 | 240 172 Picard Advertising, Inc.......... 213 283 
166 165 Holden, Stedman & Moore, Inc... 338 303 240: 274. E.. BNNs ocak cnencsc ness 213 135 
167 195 Beaumont, Heller & Sperling, Inc... 337 233 | 242 243 Allen, Heaton & McDonald, Inc.. 212 167 
167 173 Wendt Advertising Agency...... 337 279 242 256 Hoelke-Martine Adv. Agency, Inc. 212 152 
169 247 Wearstler Advertising, Inc....... 335 164 242 233 Coleman Todd & Associates...... 212 176 
170 170 Baker and Baker & Associates, Inc. 333 288 245 220 William Rea, Advertising........ 211 195 
170 198 The Chester C. Moreland Co..... 333 230 | 246 230 Hugo Wagenseil & Associates..... 210 184 
172 206 E. H. Brown Advertising Agency... 332 220 247 217 Mitchell Advertising Agency, Inc.. 205 200 
173 161 Industrial Advertising Agency, Ltd. 331 306 248 238 The Eddy-Rucker-Nickels Company 201 171 
174 158 A. J. Denne & Company, Ltd.... 330 311 249 198 John O. Powers Company........ 200 230 
174 243 Fitzgerald Advertising Agency, Inc. 330 167 250 233 Howard H. Monk and Associates.. 199 176 
176 166 Lee S. Biespiel—Advertising..... 327 302 | 251 213 The Merrill Anderson Company... 195 203 
177 143 Tracy, Kent @ Co.. Inc.......... 325 342 20 20 = ee ccc acucdeense 195 130 
178 250 Aarons, Sill & Caron, Inc........ 322 159 | 253 357 Walter J. Gallagher............. 192 63 
179 276 Feorace A. Lamey..ccccccccccces 316 273 254 223 Alfred Colle Company........... 191 192 
SOP 20D. SOE HP vec ccuceces 315 222 | 255 332 The Jaqua Company............. 190 80 
181 270 Wade Advertising Agency....... 314 140 | 256 211 F. J. Low Company, Inc.......... 184 209 
182 190 W. W. Garrison and Company... 309 240 256 228 Tuthill Advertising Agency, Inc... 184 186 
183 180 The Davis Press, Inc............ 307 262 258 256 Olmsted-Hewitt, Inc. ............ 182 152 
184 191 T. H. Ball and Associates....... 301 239 | 259 254 Walter E. Battenfield Company.... 181 156 
185 175 The Carpenter Advertising Co.... 297 275 259 222 R. Marshall Advertising.......... 181 193 
186 174 Oswald Advertising Agency, Inc.. 296 277 261 329 St. Georges & Keyes, Inc........ 179 82 
186 169 Louis E. Wade, Inc............. 296 289 262 285 The Purse Company............. 178 123 
188 140 Williams & Saylor, Inc........... 294 347 | 262 239 Stack-Goble Advertising Agency.. 178 17! 
| aa Gibbons Advertising Agency, Inc.. 293 —_— 264 32 Grace & Bement, Inc............ 176 85 
189 195 Paul Teas, Incorporated......... 293 233 | 265 287 John Stover Advertising.......... 173 120 
191 203 Wheeler-Kight and Gainey, Inc... 290 222 a, a. UE ke PTT TTT 172 152 
192 188 R. D. Northrop Company....... 289 243 2EG DOD EOUUUNG TE 66 eee ceeiccesis 172 160 
192 194 Scott-Telander Advertising Agency 289 224 | 268 2OT Reed BOg, TMC. .cccesccccccsesss 171 218 
194 200 Emery Advertising Company, Inc. 287 226 | 269 231 Johnson, Read & Company, Inc... 169 18! 
195 239 Alden M. Hammond............ 285 170 | 269 193 Irwin Vladimir & Company, Inc... 169 236 
196 186 John A. Cairns & Company...... 283 246 | 271 336 R. H. Young and Associates...... 168 77 
197 178 Lucius I. Wightman, E. E.. M. E.. 280 268 272 272 R. E. McCarthy Advertising Agency 167 136 
198 281 Charles M Gray and Associates. e- 279 127 272 320 Sales Designers cee eee eee eee eees 167 95 
198 147 Leon Livingston Adv. Agency.... 279 330 274 256 The Krichbaum Company........ 166 15§2 
200 186 Bennett-Advertising ............ 277 246 274 295 A. J. Slomanson Advertising...... 166 114 
200 135 Ralph Dalton & Associates....... 277 352 276 192 Stewart, Hanford & Casler, Inc... 165 237 
202 184 Campbell-Sanford Advertising Co.. 275 250 277 «23 The Keelor & Stites Co.......... 162 180 
203 239 The Vanden Company, Inc....... 268 170 278 147 Averell Broughton Adv. Agency.. 161 33) 
204 236 Byer & Bowman Adv. Agency.... 267 174 278 287 Owen W. Middleton............ 161 12 
204 354 C. Wendel Muench & Company... 267 67 278 246 E. D. Wolaver Advertising Agency 161 165 
206 226 The Key Advertising Co........ 264 187 281 265 Eldridge-Northrop, Inc. ......... 159 144 
206 201 MecDaniel-Fisher & Spelman, Inc... 264 223 ie ee oe eae 159 75 
208 128 Critchheld & Company.......... 262 381 281 276 Meredith & Company, Inc....... 159 131 
208 203 Presba. Fellers & Presba......... 262 222 284 281 The Ardiel Adv. Agency, Ltd.... 153 127 
210 243 John’ Falkner Arndt & Co. Inc... 257 167 | ie we} Fee arr area 153 109 
Se - ®» £4 eres 256 243 | 284 287 Philip J. Meany Company........ 153 12 
212 213 Foltz-Wessinger, Inc. .......... 254 203 287 349 MacDonald-Cook Company ...... 152 69 
213 239 Edward W. Robotham & Company 248 170 | 288 284 A. W. Lewin Company, Inc...... 150 126 
oS CGR Ei Se Se. Bbecchhiawact cad oes 247 304 | 289 299 Eastman, Scott & Company....... 149 112 
18 Gerth-Pacific Advertising Agency. . 241 cule 289 264 Norton Advertising Service....... 149 145 
1§ 235 William J. Williams............ 241 175 291 271 Stanley J. Ehlinger Advertising, Inc. 148 138 
217 210 Abbott Kimball Co., Inc.......... 240 210 292 300 Gotham Advertising Co.......... 145 11 
217 181 E. W. Sann and Associates...... 240 258 292 267 Ratcliffe Advertising Agency...... 145 142 
217 215 Shappe Advertising Agency...... 240 202 294 260 Harry M. Frost Co., Inc......... 144 151 
217 209 Watts, Payne——Advertising, Inc.. 240 217 295 395 Keller-Crescent Co. .......cccces 143 4) 
221 224 Frankel-Rose Companyf ......... 236 189 296 292 Midland Advertising ............ 142 116 
222 228 Perry-Brown, Inc. ....ccccccceccs 234 186 296 308 The Moss-Chase Company....... 142 I 
223 219 Anderson. Davis & Platte, Inc.... 233 196 298 315 Morton H. Cowen Adv. Agency.. 141 10 
223 269 O'Dea, Sheldon & Canaday, Inc 233 141 299 27 Edward Cave Company.......... 140 135 
225 255 Lanpher & Schonfarber, Inc...... 230 153 299 218 Scheel Advertising Agency....... 140 199 
226 C. A. Reece Industrial Publicity.. 229 nae 301 308 Spooner @& Kriegel.............. 13 103 
227 252 The Baker Adv. Agency, Ltd... 228 157 302 346 L. E. McGivena & Co., Inc....... 13 7 
227 252 Brandt Advertising Company..... 228 157 302 322 John H. Riordan Company....... 136 87 
227 212 The Hubbell Adv. Agency, Inc.... 228 205 304 286 Gross-Schoenwald, Inc. .......... 134 12 
230 404 William Hart Adler, Inc....... 227 *37 304 295 Jf. D. Tarcher & Company....... 134 114 
306 120 Tohn Gilbert Craig, Advertising.... 132 392 

ic 307 312 Barnes Chase Company.......... 128 101 

tNow Jones Frankel Company 307 295 Cahn-Miller, Inc aa dates das ia es 128 11 

*Not a full year (Continued on following page) 
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Rank 
1941 1940 
309 293 
310 312 
310 277 
310 295 
310 267 
314 332 
315 304 
316 303 
316 277 
318 261 
318 408 
318 311 
318 291 
322 377 
323 317 
323 124 
323 251 
326 304 
327 312 
327 318 
327 280 
330 350 
331 ee 
332 304 
332 350 
334 ae 
334 302 
33606418 
337 266 
338 342 
338 261 
338 331 
341 380 
2a 
343 327 
343 344 
345 327 
345 287 
347 344 
347 453 
347 326 
350 336 
350 324 
352 323 
352 308 
354 329 
354 307 

54 380 
35 364 
58 315 
358 321 
358 415 
361 387 
361 a 
361 377 
364 342 
365 391 
366 380 
367 392 
368 357 
368 332 
370 339 
Soe ees 
372 376 
373 369 
374 371 
374 418 
376 «64953 
376 6350 
376 =6369 
376 346 
380 422 
381 359 
82 272 
382 435 





+Formerly The Benison Co.., 


*Not a full year 


[CONTINUED FROM PRECEDING PaGE] 


SPACE PLACED IN ALL BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1940-1941 


As compiled from reports made to INDUSTRIAL MARKETING by 


ee A I I 00 5 ia ww ob quinn Ri 
Lewis Ayer 
a ee ee ee 
R. J. Skala & Company.......... 
Van Matre Pharmaceutical Adv. Corp. 
Advertising Associates 
Associated Advertising Agency, Inc 


W. O. Nettleton and Associates... 
P. F. O'Keefe Adv. Agency, Inc.. 
Ambro Advertising Agency....... 
Butler Advertising .............. 
Stanley Pflaum Associates........ 
H. B. Tove Advertising.......... 
Austin C. Lescarboura & Staff.... 
Belden and Maitland, Inc........ 
TY ere 


David A. Tynion, Advertising... .. 
Green-Brodie, Incorporated 
Engel Advertising, Incorporated... 
Lester Harrison Associates, Inc.... 
William Hoffman and Associates. . 
J. R. Hopkins Advertising Agency. 
Sherman B. Paris, Advertising... . 
The B. D. Iola Company, Inc.... 
Henry J. Kaufman, Advertising... 
R. L. Douglas & Associates....... 
H. B. Humphrey Company....... 
Thos. E. Basham Agency......... 
AS ee eee 
ee ee ere 
James G. Lamb Company......... 
Major Advertising Agency........ 
Sherman & Marquette, Inc....... 
Henry Flarsheim and Staff....... 
Robert E. Martin & Company... 

Short and Baum, Advertising..... 


ae eee 
Steddiford Pitt Company......... 
R. D. Allbright Advertising....... 
Liller, Neal & Battle............. 
Norman A. Mack & Company..... 
Needham & Grohmann, Inc....... 
Ray Taylor ee 
The Frederick-Clinton Company... 
Jessop Advertising Co. .......... 
Gillham Advertising Agency...... 
-— °° Slee eee 
D. S. Manson & Associates....... 
ep ee 
Bryant Advertising ............. 
John C. Dowd, Incorporated...... 
Westco Advertising Agency...... 
Associated Advertising Agency... 
oe, Geennits TO, 54 occ cvbecwes 
David B. Mindlin Advertising... . 
Ball @ Davidson, Inc.........<.. 
The Crier Advertising Service..... 
Coolidge Advertising Co......... 
T. R. Bauerle Advertising Agency. 
lean Scott Frickelton............ 
Michigan Street Car Adv. Co.... 
L. F. McCarthy & Company...... 
. W. Sree COMDORP. 20. cic nes 
iy Ws ME Gn aks cet mancwes 
George Wilfred Wright.......... 
Deecmoemsic, Enc. ......cccccccces 
C. Jerry Spaulding, Inc.......... 
Goodkind, Joice & Morgan stew eee 
Venable-Brown Company, Inc..... 
Westheimer and Company........ 
Edwin Bird Wilson, Incorporated.. 
The Victoria Advertising Co..... 
ORE Bo EE eae 
OS OT ee 


Malcolm-Howard Advertising Agency 


Ltd 


Pages 
1941 


Used 
1940 


115 
101 
130 
114 
142 
80 
105 
107 
130 
150 
35 
102 
118 
50 
98 
385 
158 
105 
101 
97 
128 
68 
105 
68 
108 
30 


30 
13 
68 
57 
71 
27 

61 
136 

23 


Rank 
1941 1940 
382 420 
385 388 
386 380 
386 388 
386 372 
389 281 
389 422 
389 368 
389 411 
393 354 
394 350 
394 415 
394 397 
397 359 
397 395 
399 373 
399 430 
401 404 
401 399 
401 335 
404 380 
405 37 
406 359 
406 414 
406 339 
409 392 
410 406 
411 453 
412 415 
412 438 
Sia | ass 
415 388 
415 380 
415 408 
See : aes 
419 397 
419 442 
421 356 
421 443 
423 411 
423 373 
423 427 
426 401 
427 359 
428 452 
428 443 
428 408 
431 392 
431 359 
433 4959 
434 485 
434 459 
434 336 
434 424 
438 438 
439 411 
439 438 
441 424 
441 466 
443 348 
444 430 
445 430 
a 
446 399 
446 427 
449 448 
450 470 
450 439 
450 380 
453 490 
one. sa2 
454 450 
454 364 
454 435 
458 438 
458 364 
460 447 
461 430 


the Agencies. 


The Park City Adv. Agency, Inc.. 
Franke-Wilkinson-Schiwetz, Inc 

Ankeney Advertising Agency..... 
Freiwald & Coleman............. 
Kotula Advertising ............-. 
J. O. Buckeridge & Associates..... 
Flack Advertising Agency........ 
C. J. Ollendorf Advertising....... 
Joseph S. Vogel & Co........... 
A, Bk Peele, BEGes 6h eh eee cess 
Harrison-Rippey Adv. Co........ 
Kelly, Zahrndt & Kelly, Inc...... 
N. A. Winter Advertising Agency. 
Acme Advertising Agency........ 
A. VE, Cian Sree viseacceeds 
Fred A. Hinrichsen Adv. Agency. . 
Kremer & Howard, Inc........... 
Barrons Advertising Company, Inc. 
George Brodsky Advertising....:. 
Kenneth B. Butler & Associates... 
Roy Elliott Company............ 
Graydon E. Bevis, Inc........... 
The Conner Company........... 
Schoneman-Hening Agency ...... 
Vanderbie and Rubens, Inc....... 
Chastes S. Rane Caos ccccccccssce 
Wales Advertising Company...... 
Conner Advertising Agency, Inc... 
Brewer-Weeks Company ........ 
Diastin, Frank, Ie... ccc vcccese 
Bet Backes, TEs «x ccis.cicee cnc 
Advertisers’ Service, Inc......... 
Advertising Agency Service....... 
The Zlowe Company..........-. 
ee ere 


Norman W. Tolle and Associates.. 
Townsend Advertising Service.... 
Morse International, Inc......... 
Stanfield & Blaikie, Limited}...... 
David Malkiel Advertising Agency 
Raymond R. Morgan Company.... 
Walker Advertising Agency...... 
Watson & Company...........- 
Sidney K. Lenby, Advertising..... 
RE OS We 6 kbc a seciouces 
Stone-Stevens-Howcott-Halsey, Inc. 
L. W. Wendt Company......... 
|. R. Flanagan Advertising Agency 
Dotald R.. MEOrrisOR...sc0ccesees 
Copley Advertising Agency....... 
W. C. Jeffries Company.......... 
Manternach, Inc 
The Randall Company.......... 
Sharp Advertising Agency........ 
R. E. Southall Advertising Agency. 
i. oe eer ve 
Newby, Peron & Flitcraft, Inc..... 
Charles F. Dowd, Imc. ..%....-6: 
Olian Advertising Company...... 
Ryder & Ingram, Ltd 
Lockwood-Shackelford Adv Agency 
Jimm Daugherty, Inc............ 
Cary Aimewentn, IRC. .ccccecescs 
Guenther Associates, Inc......... 
Jack Yarmov & Company......... 
Morton Freund Advertising Agency 
Ray Mills Advertising Agency, Inc. 
Re: I GE binned cataewes.Wen'es 
Wood, Brown & Wood, Inc eeecen 
Advertising Associates, Inc....... 
A. T. Clifton, Jr., Advertising..... 
, f. 8° eer 
General Advertising Agency, Inc. . 
Gundlach Advertising Agency..... 
SRE, De Bs 6.0 x0 shed eos 
Shaw Advertising Agency........ 
Kenneth H. Kolpien Adv. Service. 
Samuel Taubman & Co.......... 
(Continued on following page) 


Pages 
1941 


64 
63 
62 
62 
62 
60 
60 
60 
60 
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~~ tv 
°o-_ 


tt 


of 


Used 
1940 


28 
45 
48 
45 
55 
127 
27 
58 
34 
67 


aw 
—won 


Nmwae —_ 
NMwA~ATNwr 


ae) 
es 


m+ 
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i) 
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*10 
70 


24 
40 
25 
16 


23 
48 
0 


15 
60 
23 
22 
60 
17 
24 
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[CONTINUED FROM PRECEDING PaGeE] 
SPACE PLACED IN ALL BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1940-1941 
As compiled from reports made to INDUSTRIAL MARKETING by the Agencies. 

Rank Pages Used Rank Pages Used 
1941 1940 1941 1941 1940 1941 1940 
462 eee A, A o's dn cows ce 7 25 | 484 466 The Yankee Writing Service..... 11 10 
463 448 Hutchins Adv. Co. of Canada, Ltd 16 16 487 453 Advertising Arts Agency......... 10 13 
463 453 Louis Robert Korn Agency....... 16 13 487 466 Peninsular Advertising Agency.... 10 10 
465 482 Modern Age Advertising......... 15 4 | 487 466 Culbreth Sudler Company........ 10 10 
466 443 Lane Freiberger Advertising...... 14 20 | 490 473 The Cunningham Co............ ) 8 
466 476 Wadsworth & Walker, Inc....... 14 7 | 490 401 Booth Pelham & Company, Inc.... i) 39 
466 401 Williams Advertising Agency..... 14 39 490 453 Simpson Advertising Timenee. Te 9 13 
469 476 The J. Carson Brantley Adv. Agency 13 7 | 43 26 Retem LL. Power, FED. .ccceccess 6 36 
469 459 G. E. Eckert Advertising Agency.. 13 12 493 479 Barton A. Stebbins............. 6 6 
469 482 C. Church More & Co........... 13 4 | 495 481 Mark Byron, Inc. .............. 5 5 
469 450 Arthur W. Sampson Company, Inc 13 19 495 364 Voyle Clark Johnson Agency..... 5 60 
Crh. Bee Gee I cid ckennccececi oes 12 53 ie Se See Gh Weis ctceeetew es webses 4 7 
473 430 Jj. J. Auerbach Company......... 12 24 497 479 Joseph Maxfield Company........ 4 6 
473 473 Brooks Advertising Agency....... 12 8 | 497 486 Nurseryman’s Advertising Service.. 4 2 
eC ce nkane 12 9 497 464 Straus Printing Company......... 4 11 
473 420 Ellis Advertising Company oe 6008 12 28 497 486 Maurice Wolff rer Te TST Tere a 2 
473 446 Frederick Seid——Advertising ...... 12 18 502 489 Jones & Brakeley, Inc........... 3 l 
473 490 Leonard M. Sive and Associates... 12 0 503 482 Advertising Service Agency....... 2 4 
473 424 Steketee Van Huis, Inc.......... 12 26 503 486 Dake-Johanet Advertising Agency.. 2 2 
473 470 John B. Van Domelen, Adv. Counsel 12 9 
473 459 Volkmann Advertising Agency.... 12 12 2 7 Xe er ere ee 213,831 185,308 
473 459 Carl C. Wakefield Adv. Agency... 12 12 
484 464 Dicklow Advertising Agency..... 11 11 Totals for 500 agencies report- 

464 473 L. Cheries Lussier, Ime. ...ccccce: 11 8 ing for both 1940 and 1941...212,886 185,308 















What i Washington Orders You to Sion 
Making Your Product? 


Here’s how one manufacturer saved an entire industry 
by selling Washington on its essentiality to the war 


@ THERE shall be no more self-ad- 
hering gauze bandages available for 


the duration of the war! 


This is the unbelievable statement 
that reached our ears on Jan. 27, 
1942. At the time, our company 


alone was supplying over 10,000 man- 
ufacturing concerns with self-adher- 
ing gauze bandages. Other manufac- 
turers in our industry were supplying 
several thousand additional concerns. 

A direct 
tomers had previously disclosed 


fact that over fifty per cent of our 


our cus- 
the 


mail survey to 


customers were doing direct govern- 
Another ten per cent 
were doing indirect government work. 


ment work. 


facts, we j 
But there 


it was in black and white—no more 


In view of these just 


could not belie e our eyes. 






20 


By ROBERT STONE 


Director of Sales, American Bandage 
Corporation, Chicago 


self-adhering gauze bandages available 
for the duration of the war. 

With facts and figures available, 
we made an appeal to the War Pro- 
duction Board. 

Other companies in our indus- 
made separate appeals. These, 
were denied. We made a sec- 
This, also, was denied. 

Then finally we took stock of our- 
selves. We came to realize that the 
War Production Board was estab- 
lished for one specific purpose—TO 
HELP WIN THE WAR. We could 
help the War Production Board to 


Our appeal was de- 
nied. 
try 
too, 


ond appeal. 


meet its objective only if we could 
prove beyond doubt we were an in- 
tegral part of its program. If our 
products were essential to war pro- 
duction, if our products could actu- 
ally help to win the war, why not 
let our customers tell the government? 
After all, war producing industries 
are rightfully the first consideration 
today. This is a war of production— 
production comes first. 

In order to find out how essential 
our products were, we wrote a lett 
not to our 10,000 customers, but 10 
only twelve. These twelve custom- 
ers employ a total of 120,000 m 
Each concern is doing governm 
work. Among the manufacture's 
written to were two airplane ma: 
facturers, one manufacturer of 
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nm. shells, one manufacturer of 
ransformers, one automotive manu- 
facturer, one manufacturer of valves, 
ind one manufacturer of airplane 
engines. 

This particular letter, which is il- 
lustrated herewith, brought ten re- 
plies from the twelve addressed within 
four days. The replies were favor- 
ible beyond our fondest hopes. The 
letter which follows is typical of the 
type received. 

Gentlemen: 

This is to acknowledge receipt of your 
letter of March 6, in which you inform 
us that you will not be able to furnish 
us with the “Oil-Resistant GAUZ- 
BAND We are very sorry that you 
are compelled to take this action as this 
material is almost indispensable in our 
work 

This is especially true with reference 
to the employees in our Shell factory 
where we manufacture 90-mm. shells for 
the government. These machines are 
operated at a high speed and require con- 
siderable lubricant for the cutting tools. 
This lubricant is a compound of oil and 
water and the employes, who work eight 
hour shifts, have their hands immersed 
in this compound during the full eight 
hours. This department employs over 
300 men and boys and we are called 
upon to take care of numerous cuts and 
bruises which require first aid. The ordi- 
nary bandages will not stand up under 
these conditions and in many cases the 


dressing must be changed several times 
a day. 

The shell department is located at a 
considerable distance from our emergency 
hospital and these employes will lose on 
an average of almost a half hour each 
trip. This loss of time would be elim- 
inated if we could continue with the 
“Oil-Resistant GAUZBAND” as when 
using the gauzband, one dressing a day 
was sufficient, it lasted the entire eight 
hours. 

Dr. Montgomery, our plant physician, 
agrees with me that we will be severely 
handicapped if we are deprived of this 
material and we sincerely hope that some 
arrangement can be made with the of- 
ficials in Washington that will enable 
you to again furnish us with this material 
as it has completely filled a long felt need. 

We had a photostatic copy made of 
each of the ten replies. These testi- 
monial letters served as a basis of a 
new appeal. These letters proved be- 
yond a doubt that our products saved 
precious man hours. Time is impor- 
tant to our government. Time is the 
one thing that cannot be purchased 
through priority numbers. Time is 
the one thing that can never be re- 
placed. 

Therefore, our last appeal was made 
on the basis that through the use of 
our products industry saved time— 
industry was able to step up produc- 































Two weeks after our final appeal 
was made, the War Production Board 
issued a new order. The new order 
specified that self-adhering gauze 
bandages were to be made available to 
industry once more. An entire es- 
sential industry was saved from com- 
plete shut-down for the duration of 
the war. Our industry is once more 
supplying war producing plants. 

There is a moral to this little story. 
The moral is—our customers alone 
can decide whether our products are 
essential to winning the war. If our 
products are essential then we have 
a right to supply. If our products 
are not essential, and our raw mate- 
rials are scarce, then we must look 
for more essential work. 


It is our belief that more work 
must be done by industry itself to 
help the government determine war- 
time essentials. There must be more 
codéperation. 

Direct mail is particularly suited 
to seeking out the information which 
our government needs. Whether we 
are affected by priorities now or not, 
we should start to accumulate infor- 
mation necessary to establish our 


tion. right to produce. 
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Mr. Granquist; 


If the euthoriti 
©S were mad 
an Ld 7 a . 
and redhg, PRorscrour” enad) oon ne. 
better positio eaves nee 
m to give us consideration a "e 


thet "OIL-Resy; 
March 26, 1942 


Here is where 
s you can b 
try. If you © Of service to 
GauZBaND" and Lioula "opanderd "a.b.c. Gather pe oapeny and your coun- 
for any Of the reasons I have conett, cseential to cae nentotant 
Tite me about then at yA mentioned, or Others, will vos Ceuction 
Please 

































: er 
pear Mr. Granouist: aze bandage will n° long 


self-adnering ee I plen to leave for w 


a thet pe Wer- tainly b feshington with: 
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nts This letter saved an entire industry. It was sent to twelve customers and brought ten 
replies which led WPB to reverse a stop order on self-adhering gauze bandages 
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By GEORGE H. SAGE 
Scott, MacLeish & Falk, Chicago 





1. GENERAL ECONOMIC BACKGROUND 
@ AN INDUSTRY may possess cer- 
tain economic characteristics, making 
the transportation costs of the fin- 
manufacturing 


ished products from 


market center 


The widespread 


plant to consuming 
relatively important. 
geographical location of the individ- 
ual manufacturing plants with rela- 
tion to the main consuming markets, 
generally determined by the location 
of the essential raw material deposits, 
as in the cement and lime industries, 
or by the economic assembly of the 
essential raw materials, as in the steel 
industry in the assembly of iron ore, 
coal and limestone, may constitute 
one economic characteristic. 

The heavy capital investment for 
large-scale or mass production, with 
its accompanying high fixed or over- 
head costs, making economically es- 
sential for optimum production the 
securing of a steady large production 
where 


volume, even necessary the 


making of shipments to relatively 


distant, widely-scattered consuming 
markets, may constitute another eco- 
nomic characteristic. 

Demand itself may vary geograph- 
ically from time to time, as in the 
construction industry, such varying 
constituting 


geographical demand 


still another economic characteristic. 

The relatively heavy, bulky and 
cheap nature of the products them- 
making the 


selves, transportation 


charges on shipments for any con- 
—>---—-—_— 
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Delivered-Price Systems Under the 
Auti-Trust Laws 


The first of a series of articles discussing the 
economic and legal phases of various pricing systems 





siderable distance a substantial por- 
tion of the final cost of the products 
delivered at destination, constitutes a 
final economic characteristic. 

This relative importance of trans- 
portation costs in an industry gives 
each manufacturing plant an _ eco- 
nomic advantage inherent in its very 
geographical location with respect to 
Surrounding 


consuming markets. 


each plant is a “natural freight rate 
territory” in which the freight rate 
from the plant to any destination 


point is less than, or at most equal 


to, the corresponding freight rate 
from a competing plant, and in 
which, correspondingly, shipments 


from the plant have a freight advan- 
tage, or at most a freight equality, 
with corresponding shipments from 
competing plants. 

On shipments into this territory, 
also, a competing plant, mill prices 
remaining equal, must absorb freight 
to the extent that the actual trans- 
portation cost from its plant exceeds 
the transportation cost from the other 
plant, the amount of this absorption 
being deducted from its own mill 
price, reducing thereby the mill-net 
price or the net price received at the 
mill after deducting the transporta- 
tion cost incurred by the mill. 

This freight absorption, deductible 
from the mill price of the shipping 
plant, will be economically feasible, 
however, only if the mill price of the 
other plant is sufficiently high so as 
to permit profitable mill-net prices 
to the shipping plant upon deducting 
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the actual transportation costs from 
the price received for the goods de- 
livered at the destination point with- 
in the territory of the other plant. 


Where the mill price of such other 
plant, on the other hand, is rela- 
tively low, then freight absorption 
by a shipping plant does not become 
economically feasible, and the plant 
becomes effectively barred from the 
natural freight rate territory of the 
other plant. 

The economic feasibility of freight 
absorption by one plant on shipments 
into the natural freight rate territory 
of another plant will thus correspond 
directly with the relative level of the 
mill price at the other plant. With- 
in its own natural freight rate terri- 
tory, therefore, in which it enjoys 
advantage of 
manufacturing 


the economic lower 
freight rate, each 
plant has the economic power to ex- 
clude shipments from competing 
plants by the simple expedient of re- 
ducing its mill price to a sufficiently 
low level so as to make freight ab- 
sorption by the competing mills 

sult in unprofitable mill-net prices 


Under an economic situation in 
industry of free and open competi- 
tion, the individual 
may in fact be economically induced 


manufacturer 
to maintain mill prices sufficient'y 
low so as to exclude outside ma 

facturers from its own natural freis%* 
rate territory. On shipments to p 

chasers located at destination po:'s 
within this territory, the indivi: 















on 
me 
int 

he 


he 


he 


ry 


nd 
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manufacturer can charge purchasers 
prices consisting of its mill price plus 
freight, resulting in uniform mill-net 
prices to the manufacturer equal to 
its full mill price. On shipments into 
the natural freight rate territory of 
other manufacturers, on the other 
hand, the individual manufacturer, 
mill prices being equal, necessarily 
absorbs freight, resulting in varying 
mill-net prices lower than the mill- 
net prices received on shipments to 
destination points within its own 
territory by the amount of the freight 
absorption. 

The most profitable shipments in 
terms of mill-net of the individual 
manufacturer thus result from ship- 
ments to destination points within its 
own natural freight rate territory. 
An economic incentive, therefore, ex- 
ists in the form of higher mill-nets 
for the individual manufacturer to 
confine its shipments to its own natu- 
ral freight rate territory as far as 
possible in preference to necessary 
shipments into the natural freight 
rate territory of another manufac- 
turer, even to the extent of reducing 
its mill prices to exclude outside man- 
ufacturers. 

Any attempt by the _ individual 
manufacturer to exclude outside 
manufacturers through the reduction 
of mill prices, on the other hand, 
may well operate to exclude the in- 
dividual manufacturer itself in turn 
from the freight rate territories of 
other manufacturers through the 
same process employed by these other 
manufacturers. Impelled by the eco- 
nomic force of high overhead costs 
or of changing geographical demand, 
the individual manufacturer, in seek- 
ing to make shipments into the natu- 
ral freight rate territories of other 
manufacturers, may be confronted 
with the choice of reducing its own 
mill price or of absorbing freight. 

Reduction of its mill price may 
\tend its pricing territory, assuming 
that the other manufacturers do not 
correspondingly reduce their mill 
prices, a most unlikely possibility, but 
such reduction will necessarily apply 
ll its shipments, not only those 
the natural freight rate territories 
of other manufacturers but also those 
in its own natural freight rate terri- 
tory, ordinarily the most profitable in 
terms of mill-nets. 

he absorption of freight on ship- 
ments into the outside territories, on 
the other hand, permits the individual 
minufacturer to reach purchasers 
located im these outside territories 





The importance of an understanding of delivered-price sys- 


tems under the anti-trust laws is indicated by the fact that in one form 
or another they have been and are being used in the sale of most major 
industrial products and materials and have been given considerable atten- 
tion by the Temporary National Economic Committee. Furthermore, at 
the present time various prosecutions by the Department of Justice and 
various complaints by the Federal Trade Commission are pending against 
numerous industries with reference to the observance of this pricing 
system 

Delivered-price systems have been the subject of bitter denunciatory 
attack by governmental departments and independent economists, as well 
as equally vigorously defended by representatives of private industry. 
Legislation has been proposed and no doubt will continue to be proposed 
prohibiting or restricting the use of this system. The existence of this 
controversy has been noted during the present war emergency by the 
Office of Price Administration in prescribing the price schedules of particu- 
lar industries, embodying a recognition of the prevailing price structure 
based upon a delivered-price system, but emphasizing it was not indicating 
either approval or disapproval. Thus, with prices a matter of major con- 
cern to every business today, the importance of the subject to marketing 
and advertising executives is obvious. 

George H. Sage, the author, is a widely recognized authority on the 
subject of pricing and anti-trust law problems. He is a graduate of Har- 
vard College, ’27; Harvard Law School, ’30; and Harvard Graduate School 
of Business Administration, ’32. Since 1932 he has been associated with 
the Chicago law firm, Scott, MacLeish & Falk and specializes in legal, 
business and economic problems in industry. His series of articles on 
delivered-price systems, of which this is the first, will give the reader 





comprehensive understanding of their economic and legal aspects. 








without at the same time foregoing 
the most profitable mill-nets in its 
own freight rate territory. 

A price policy of freight absorp- 
tion on outside shipments by the in- 
dividual manufacturer may be con- 
tingent, however, on the relative level 
of the mill prices in these other terri- 
tories. By exercising its economic 
power to exclude outside manufac- 
turers from its own territory, the in- 
dividual manufacturer may find that 
they, in response, may have equally 
exercised their corresponding  eco- 
nomic power to exclude it. 

It thus becomes the vital common 
interest of the individual manufac- 
turers in the industry to insure that 
no manufacturer exercises its eco- 
nomic power to exclude the other 
manufacturers from its own natural 
freight rate territory, or, conversely, 
that each manufacturer in some man- 
ner waive the economic advantage 
in freight rates inherent in the geo- 
graphic location of its manufactur- 
ing plant or plants. 

The relative importance of freight 
rates may make the level of mill 
prices at the individual manufactur- 
ing plant significant in similar re- 
spects. Surrounding each manufac- 
turing plant, in addition to a natural 
freight rate territory, is a pricing ter- 


INDUSTRIAL MARKETING, September, 1942 


ritory which may or may not be con- 
terminous with the natural freight 
rate territory. 

The pricing territory consists of 
that portion of the general market 
territory in which the combination of 
the mill price and freight of a manu- 
facturing plant is lower than, or at 
most equal to, the corresponding com- 
bination of mill price and freight of 
another manufacturing plant. Where 
the mill prices are equal, the only 
variable factor being the freight rate, 
the natural freight rate territory and 
the pricing territory of each manufac- 
turing plant are conterminous, a nat- 
ural freight rate territory in effect 
consisting simply of a pricing terri- 
tory in which the mill price is equal 
to the mill prices of surrounding pric- 
ing territories. 

Where the mill prices are not equal, 
the variable factors being both the 
mill price and the freight rate, the 
pricing territory of the particular 
manufacturing plant will be greater 
or less than its natural freight rate 
territory, depending upon the relative 
level of the mill prices of the various 
plants: a lower mill price at one man- 
ufacturing plant extends its pricing 
territory, with corresponding decrease 
in the pricing territories of surround- 


(Continued on Page 96) 
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The Blackhawk S.A.S. inventory “shift and shunt" campaign was announced to distributors with this colorful, dramatic folder which outlined the procedure in step-by-stey 
they could put it to work immediately. Besides solving inventory and delivery problems, the program serves as good distributor relations, gives salesmen objective } 
and licks obsolescence. The folder, | |x!5 inches in size, was printed in red, blue, yellow, and black; mailed flat with letter and forms for listing materials for sale and 









Blackhawhs S.4.8. Campaign Helps 
Distributors Help Win the War 


Organized cooperation of shifting and/shunting inven- 




























tories also prepares way for postwar merchandising 


One extra plane, or extra tank, of By BURT HOTVEDT pediting deliveries from stocks wher- 


extra gut or extra snif completed tomor : ~— sa Salat seal " } 
w may, in a few months, turn the tide Manager Industrial Supply Division, ever they exist nationally. 
ne distant battlefield; it 09 make Blackhawk Manufacturing Company, The Blackhawk problem does not 
rer hors nm lif n h tor e - m . 
© ditt 7 en an oe eS Milwaukee differ greatly from that of many other 
me of or ghting men . 


manufacturers making small tools and 
@ IN VIEW of that sensible state- 
ment by our ( ommander-in-C hief, 
the Blackhawk Mfg. Company’s 
‘S.A.S." campaign should appear 


miscellaneous industrial equipment es- 
panies to use these days. But an out- 


' sential to wartime industries. 
line of the program may be helpful 
to other firms resorting to the same Blackhawk makes wrenches — and 


, , , read procedure, and who might be inter- as long as planes, tanks, guns, and 
worthy. ‘rtainly it has already ~_— Eats wat eethet 
, ' : _ ested in knowing what happens when other war machinery are put together 
it ped produce extra planes, guns, the plan . merchandised on a full- with nuts and bolts, wrenches ire 


tanks, and ships. And, while that Mate uetiteiilin tniin necessary. 
seems to cover plenty of territory uot S.A.S. takes its name from “shift And, with ships to launch, ma- 
any merchandising campaign—a tew and shunt.” which is what distribu- chines to lift, big guns to position, 
additional merits can be chalked up tors are invited to do. (The resulting and invaluable production machiner) 
for the “S.A.S.” idea. “S.A.S.” initials come close to the to be maintained, there is a co - 
Briefly, the S.A.S. plan seeks to dig appeal of “S.O.S.” without the impli- clamor for Blackhawk hydraulic xs 
up stocks from distributors for shunt- cation of downright distress or hys- and hydraulic service tools. 
ing to other distributors who have teria signals.) Due to the size of the war pro n 
customers urgently in need of those The S.A.S. plan creates sources of and the ever-expansive abilit ot 
stocks for war work. supply other than the two normal! American industry, there is a p 
The Blackhawk company claims no sources: (1) factory stocks and (2) ent vacuum to be filled with wr s 
special patent on what seems to be a local distributors’ stocks. It can an- and jacks. Quality wrenches dé d 
practical procedure for many com swer emergency requirements by ex- selected alloy steels, and hyd . 
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tep-by-step 
objective § 
or sale and 














jacks need steel tubing. The critical 
nature of the materials, coupled with 
demand, frequently creates a problem 
of supply for the wrench and jack 
industries—which in peace are in- 
tensely competitive fields (and remain 
so, today, on the matter of service). 

Blackhawk sells through selected, 
stocking distributors in the industrial, 
electrical, and automotive fields. Many 
of these individual distributors serve 
all these markets. Mountainous war- 
time demand makes it mighty difficult 
for distributors to keep balanced 
stocks on hand for immediate deliver- 
ies on all orders that come to them. 


Production men will plan all around 
a major project of building guns, 
planes, tanks, and guns; and, all too 
often, will forget about wrenches and 
jacks until the last moment. Their 
orders are entered with the nearby 
distributor who does the best he can 
from stocks. But in hundreds of 
cases the distributor must depend on 
factory shipments, relaying his cus- 
tomer’s priority certification to lay 
claim on existing or anticipated fac- 
tory stocks. 

Then follow urgent telephone ap- 
peals, wires, and letters to Blackhawk 
from the distributor and his customer. 
Military men join in the big push; and 
feverish personal follow-ups from pro- 
fessional expediters, add to the pres- 
sure on the Blackhawk sales depart- 
ment, 

Priority regulations make it impos- 
sible to dish out factory stocks to the 
wheel that squeaks the loudest. Fur- 
ther, it would be inexpedient to 
priority regulations (aside 
from the striped-suit angle) because 
a customer’s gratitude for a special 
favor would be quickly supplanted 
with the fear that other expediters 
would likewise succeed on their ap- 
peals and would thus give him the 
run-around on his future Blackhawk 
req tions, 


violate 


th factory stocks released only 
priority basis, it is common that 


m ils, or the sheer volume of high- 
pr y demand, will limit the 
su of specific models to cover 
oniy AA-1 needs. Yet, some humble 
AA-> or A-1-A order may need ship- 
mer 


to prevent holding up plane pro- 
duct'on—or to prevent men from 
sta idle on a tank assembly line 


g 
tor k of wrenches. Or a ship is 
wai to sail and may shove off 
wit vital jacks or tools needed 
at 


far-off outpost. 
cientious Blackhawk sales peo- 


BLACKHAWK MFG. CO. 
S. A. S. BRIGADE HEADQUARTERS 


MILWAUKEE, WIS. 





BLACKHAWK MFG. CO. 
S. A. S. BRIGADE HEADQUARTERS 
MILWAUKEE, WIS. 


-WE WANT TO BUY — 
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Blackhawk distributors report their inactive 
them along to other distributors for direct 


negotiation. To make the plan work effectively, the salesmen codperate with the distributors 


ple found it occasionally difficult to 
sleep nights with that picture in mind 
(if realization of these needs did not 
rear its bloody head over the bedstead 
—the after-midnight jangling of some 
expediter’s phone call would often 
scare away the sandman). 

Blackhawk’s biggest wartime story 
is on how its production men have 
skyrocketed an ever-increasing vol- 
ume of shipments. But, it was only 
natural that the sales department 
would resort to the vehicle of a mer- 
chandising campaign to help solve 
some of the inevitable delivery 
problems. 

The S.A.S. plan was the outshot. A 
four-color direct mail piece urges the 
hundreds of distributors to join the 
S.A.S. Brigade and “shift and shunt 
to get what you want.” 

The distributor checks his stocks 
to see what he will be willing to sell 
to other jobbers, in the interest of bal- 
ancing his inventory—to clean out 
items which his own wartime market 
will not need—and to help him com- 
ply with government ceilings on in- 
ventories. He lists these items on a 


sheet headed ““We Want to Sell.” 


Then he lists his most urgent re- 
quirements for Blackhawk equipment 
on a sheet headed ‘““We Want to Buy.” 

The two forms are mailed to Black- 
hawk (S.A.S. Brigade Headquarters) 
which is the clearing house for the 
facts. Information is correlated and 
passed on to the distributors whose 
wants and desires appear to match. 
Like Dan Cupid, it’s Blackhawk’s job 
to get the “naturals” together—from 
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there on it’s a private matter between 
them. 

To avoid the problem of “return 
goods”: and confusion on debits and 
credits (plus superficial but non-es- 
sential reconditioning such as would 
be expected from a factory source) — 
Blackhawk has all the S.A.S. ship- 
ments and billings handled as a private 
matter between the two jobbers. 

The only S.A.S. rule is the “Golden 
Rule” . . . do unto others what you 
would have them do to you. Black- 
hawk translates this rule to its dis- 
tributors as follows: 

“You will naturally assign the ship- 
ping details to your staff—but we ask 
your personal supervision to make sure 
that your fellow jobber is properly 
served. Further... 

“1. Ship via the method you and 
the other jobber have agreed upon. 
Handle billings in the same way. 
C.O.D. shipments can be irritating 
unless your fellow jobber has agreed 
to accept delivery in that manner. 
The jobber who sells the merchandise 
is expected to pay the transportation 
unless otherwise arranged between the 
two jobbers. 

“2. Treat your fellow jobber like 
a customer. If the goods are shelf- 
worn, scratched or damaged—or if the 
assortment is incomplete—tell him 
about it. He and his customer may 
accept delivery anyway if they know 
the facts beforehand—and all parties 
can make advance adjustments in 
terms. 

“3. Package or crate the merchan- 
dise so that it will arrive in good con- 

(Continued on Page 100) 
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By HARRY L. HARRISON 


Director Public Relations, The Miller 
Company, Meriden, Conn. 


@ TEN MILLION TONS of 


Uncle Sam! Every plant 


scrap 
needed by 
and small, ex 


That 


was the message given us by the In- 


in the country, large 


pected to contribute its utmost. 
dustrial Salvage Committee for our 
area in April. “Count on us,” said 


the Miller they 


put it up to the factory production 


management. And 
manager, who in turn sat down with 
the publicity department to plan and 


organize the Miller drive. 


We are a 1,000-employe company. 
It wasn’t practical for us to spend 
anything like what was being spent 
on elaborate production drives by in- 
larger 


dustrialists in some of the 


plants in various sections of the 


country. But, to get results, we had 
to have all the color and persuasion of 
those big-time, costly campaigns. Our 


job was to find out what we could do 


on an expenditure which would be 
approved by the management that 
would pay a return on the invest- 


ment, and do the job set for us to do. 


The plan we figured out—the cam- 
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The Miller Company’s drive shows that the ten million 
tons of scrap needed in the country can be collected 


A Successful Saluage Campaign that 
Cost Under $300 


The first step in any advertising is 
and arouse curiosity 
on May 9, 
where em- 


paign we organized—has now been in 
months. It has 
been very successful. And, because it 
may be of deep, practical interest to 


operation for two 


other companies—small, medium, and 
large—who are anxious to do their bit 
in the war on waste, in the piling up 
of the 10,000,000 tons of scrap needed 
by Uncle Sam—here’s the story. 


to get attention, 
or interest. So, 


time clock in the plant, 


These snapshots tell the story of The Miller Company's War On Waste campaign from the time initials were painted on the drives and time clocks to the scrap jn 















on every 


ployes ring in to work, was featured, 


in big black 


And on every factory roadway, 
white lettering—“W.O.W.” 
sult was what we expected. 


lettering—“W.O.W.” 
in big 


The re- 


E very- 


WATCH THE W.O.W. BULLETIN 





OUR GOAL TO AXE THE AXIS-1,250,000 LBS. OF SCRAP FOR THE BALANCE OF 1942 
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A drawing of the W.O.W. bulletin board. As the scrap pile grows, the axes drop tow 
guillotine blocks and a basket is in place to catch the heads of M&H&H. Flashing 
their eyes add animation and interest to the board which is done in three dim 
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body wondered what it was all about. 
Everybody guessed and speculated as 
to the meaning of the strange letters. 

Four days later—we didn’t want 
to keep them guessing too long— 
newsboys at the factory gates ap- 
peared, loaded down with tabloid pa- 
pers, holding up the front page so 
that everybody could easily see and 
quickly read the headline which took 
up the entire page—“ENTIRE MIL- 
LER ORGANIZATION DRAFTED 
FOR WAR.” Boy! Did that make 
them open their eyes! And every last 
one of them reached for a copy, and 
walked off, reading it. It was a four- 
page tabloid. Inside 
head—“Every Employe Answers Call 
to War on Waste.” Twenty-three 
items on the two pages. “Uncle Sam 
Needs Scrap”—"‘Scrap Saved Saves 
Lives’ —““Axis Ally Doomed”—‘Per- 
Pledge” — “Last 
And, on 


double-spread 


sonal Participation 
Minute News Flash”—etc. 
the back page, under the heading— 
“Watch the W.O.W. Bulletin”—a re- 
production of the Bulletin. 

At noon of the same day, the 
W.O.W. Bulletin Board—eight feet 
wide and six feet high—was unveiled 
in the factory yard, with appropriate 
ceremonies. Across the top was in- 
scribed—“Our Goal to Axe the Axis 
—1,250,000 Lbs. of Scrap For the 
Balance of 1942.” 
columns of figures, each ranging from 
“25,000 Ibs.” to “400,000 Ibs.” 
Across each row of figures stretched 
a hand holding an axe. At the bot- 
tom, the heads of Mussolini, Hitler, 


and Hirohito reposed on a guillotine, 


Below were three 


with a pail in front of each head to 
catch it when the axe fell. As the 
salvage of scrap progressed, the axes 
lowered to the number of pounds col- 
lected. This display is worked out in 
three-dimensional effect, with colored 
lights flashing off and on in the eyes 
of each dictator to focus interest on 
the board. 

We invited the local press to the 
unveiling of the bulletin board. And 


we got some good publicity which 
not ly pleased the employes, but 
also made them feel they were clothed 
wit responsibility which they had 
to discharge in the traditional Miller 
way O THE FULL. 

On the next day we secured the 
signatvres of all employes to the Par- 
ticip n Pledge (which had been set 
fort the tabloid newspaper). And 
each ploye, as he or she signed, 


rece a certificate of membership 
in Th Miller Salvage Brigade, printed 
mr white, and blue. 

















ORGANIZATION 
DRAFTED FOR 


WAR 


Front page of the tabloid sheet used to launch the Miller salvage campaign, and front page 
of one of the current bulletins inserted each month in the company paper, “The Miller Torch" 
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On _ the barrels It didn’t need much. For the interest 


were 


same day, scrap 


placed in convenient spots aroused, the determination to do any- 


throughout the plant, as depositories thing they possibly could do to bring 
for paper and the various types of those axes down to the necks of the 
A great “V” 
each barrel. And over it, in two 
lines, “W.O.W. Scrap Barrel.” All 
And the 


How to keep it going? 


scrap. was lettered on hated gangster chieftains, the inher- 
ent tendency to outdo one another, 
was—well, there’s no other word—it 


was TERRIFIC! And the scrap be- 
(Continued on Page 102) 


that happened in five days. 
drive was on. 


Personal Participation Pledge 


I solemnly pledge myself, from this moment on, to be a loyal, active member 
of the MILLER SALVAGE BRIGADE, that fighting unit of 


America’s War On Waste 


I will use my mind—to think constantly of the vital importance of not wasting 
anything. I will use my eyes—to locate any bits of scrap that may be lying 
around. I will use my hands—to pick them up and put them in the W.O.W. 
SCRAP BARREL in my department. I will be very careful, in my work, not to 
drop anything. I will not use any more tape, twine, towels, paper, paint, or oil, 
than I need. I will deposit immediately in the W.O.W. SCRAP BARREL any 
surplus fragments of anything I may come across in my work. I will turn over 
to my foreman for reuse any bolts, screws, washers or other parts I may find. 
I will do this for myself—that I may make myself a more useful worker. I will 
do it for my company—that its production shall be kept at its highest possible 
standard and on the most economical basis. I will do it for my country—TO 
HASTEN THE DAY OF VICTORY. 











When employes of The Miller Company sign the Personal Participation Pledge they become a 
member of the Miller Salvage Brigade and receive a red, white, and blue membership card 
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By LUIS GIBSON 


Geo. H. Gibson Company, New York 


Gundamentals for Effective Production 
Promotion Campaigns 







Workers should be educated to the need for greater 
production and provided a specific plan of action 


@ YESTERDAY it was sales—to- 
day it is production. Almost over- 
night advertising men in converted 
industries find that they, too, must 
convert. Their task has turned from 


sales promotion to production promo- 


tion—both of which have certain 
common characteristics. Both seek 
to attain voluntary action by the 


Both seek to 


former cus- 


power of persuasion. 
good will—the 
tomer good will and the latter em- 
ploye good will. Both should follow 


a definite campaign plan rather than 


create 


be confined to sporadic pieces of 
publicity. 

As a start, slogans are good. “Out- 
hit Hitler,” “Over the Top With 
“This War’s No Loaf- 


Arms,” “Say It 


Production,” 
ing Matter,” “To 


With Production,” “Produce as If 
Lives Depend Upon It—For They 
Truly Do,” “Idle Men Work For 


Hitler.” As these catch 


phrases have more or less merit; they, 


slogans, 


at least, serve to symbolize and repeat 
an idea. 

But slogans alone are not enough. 
Like good intentions, they can pave 
the way to defeat; they must be put 
They suggest 
improvements, or motivate changes in 


into practice. must 


methods or in habits. Flag waving 
and hurrahing alone are not sufficient. 
They can be nothing more than stim- 
ulus to desired action. 

In other words, it is necessary to 
put the wish to work. The desire to 
do something should be reduced to 
specific action. It is not enough to 


ask for increased production without 
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telling how it can be accomplished. 
The action suggested should be such 
that the majority of men can par- 
ticipate actively. For example, the 
Ford Instrument Company has 
asked its men to adhere to the follow- 
ing “Pledge to Victory,” in which 
each paragraph calls for specific 
action: 
I Pledge 


1. To stay at my work throughout the 
day 

2. To come to work on time every 
day 

3. To keep physically fit with eight 
hours’ sleep out of every twenty-four. 

4. To take care of shop tools and 
equipment as if they were my own. 

5. To avoid all possible waste of ma- 
terials so urgently needed in this battle 
of production 

6 To submit suggestions for increas- 
ing output 

7. To help new employes learn as 
quickly as possible 

8. To observe the safety rules so that 
I will not be a casualty in the Fight for 
Victory 


EST DY MAMITE 
0", OF EAAPLO YES GUY WAR BONDS 


a. 
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9. To do everything else within 
power to increase production 

Plan the campaign as in any pub- 
licity campaign. These slogans, pledges, 
and posters are merely means toward 
the end. It’s wise to decide first just 
what the campaign is to accomplish 
and then to work out the steps which 
are necessary. Obviously, the goal 
of the production drive is increased 
production. 


The drive can aim to: 


1. Stimulate effort in general. 
2. Set up production goals. 

3. Reduce unnecessary absences. 
4. Prevent waste of material. 

§. Encourage production-increas- 


ing suggestions. 

6. Clear up 
that cause discontent, and _ even 
strikes. 

7. Cut red tape. 

8. Secure better inter-departmental 


misunderstandings 


coéperation. 


now 
AEST MACHINES 
* 


“} 


1 WERCHLES MEN Ame women te THE WAR 


These posters represent the beginning of a series showing typical Hercules Powder Com>any 
employes and their places in the war effort. The message each poster carries is writ by 
size 


the employe and carries his signature. The posters are issued weekly and are 19x25 in 
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9. Grade workers. 

10. Enlist the aid of present em- 
ployes in enrolling new employes. 

11. Alleviate anxiety and worry 
interfering with production. 

12. Eliminate accumulated dead- 
wood in the form of non-productive 
expenditure of money or effort. 

13. Sell War Bonds. 

14. Further such wartime expedi- 
ents as car sharing; and so on. 


Once the workers in a plant have 
been sufficiently educated to the ur- 
gency of increased production, many 
of these objectives will follow more 
or less automatically. When morale 
is high, employes will improve their 
attendance, loaf less, avoid wanton 
waste, and gradually discard atti- 
tudes of deep-rooted antagonism 
against efficiency and increased pro- 
duction. 

Note the use of the word “edu- 
cated” rather than some such word 
as “stimulated.” During the excite- 
ment of war, it is only natural and 
proper for patriotic fervor to rise 
high, but that is no excuse for neg- 
lecting appeals to reason. In _ the 
long view, ideas and opinions count. 
The production drive should not be 
confined solely to posters, slogans and 
other of the more frothy elements of 
propaganda. Deeper means of influ- 
encing opinion are useful, including 
appeals to reason in the form of arti- 
cles, speeches and news reports. 

Unlike the many activities flowing 
from a desire to “Do my part,” still 
other objectives of the production 
drive may not follow automatically 
as the result of high morale alone. 
They must be sought for and guided. 
Consider, for instance, the need for 
more skilled workers and trained su- 
pervisors, the lack of which is re- 
tarding production almost as much 


as the lack of materials. The mere 
desire to increase production will not 
stimulate men to study at night or 
otherwise prepare themselves for pro- 
motion, unless the production cam- 
Paign takes steps to awaken the 
wo! to the opportunity for pro- 
mot by pointing out the splendid 
Oppe'tunities for advancement and 
the means available for improvement. 
In doing so by means of house organ 
arti and other announcements, it 
can “courage men to prepare them- 
sely articularly for those positions 
in wech the greatest shortages exist, 
rath than leaving personal prepara- 
tion the usual vagaries of chance. 


Sivlarly, the best results will not 





Meet WY BIGMoy 7,4, 


He doesn't know much but he tells 
all he knows. Remember . . . war 
production is confidential business. 
Keep it secret! 
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June 26, 1942 
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America’s freedom. Let us fight and work 
to preserve it. Let each of us say, "This is 
my war'! itis up tome to help win it.” 
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Bausch & Lomb Optical Company, Rochester, N. Y., utilizes the backs of its payroll weg se 
in this manner to get over various significant and timely messages to its many war workers 





be secured from a_ production-in- 
creasing suggestion campaign unless 
that campaign is properly planned. 
Announcement of a contest, posting 
of suggestion boxes, and even offer- 
ing prizes, are not enough. Without 
a careful explanation of the type of 
suggestions desired much effort will 
be wasted or irrelevant. 

Whatever the objectives of the 
campaign, they’ll receive maximum 
attention if put across with a fre- 
quent change of pace. Let’s not al- 
low our war production drive to be- 
come as monotonous as the never 
changed safety posters that gather 
dust on the plant bulletin boards. 
Without the rejuvenation of con- 
tinual change and emphasis of dra- 
matic impression, any idea, no matter 
how meritorious, grows stale. Con- 
sider, for instance, a poster upon the 
wall bearing some such slogan as “In- 
crease Output to Put Out the Axis.” 
After the first week it becomes an 
commonplace. Suppose, 
instead, that the same spot be re- 
served for an enlarged picture of the 
last man from the shop to leave for 
the Service, displayed under the head- 
line: “Produce For His Sake.” 

Similarly, frequent change of ideas 
helps to maintain interest in any 
medium. One month the house organ 
can approach the production drive 
from the angle of eliminating bottle- 
necks; another from that of reducing 
rejections or time out. One month 
it can print a “Front Line Dispatch,” 
telling of the performance of the 
product in battle; while the next 
month it can publicize the depart- 
ment having done the most to in- 
crease production. 

Also worth considering is frequent 
change of vehicle. Why limit our- 


unnoticed 
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selves to stereotyped posters and pa- 
pers, when all the means of convey- 
ing ideas are at our disposal—radio, 
movies, exhibits, lectures, skits, com- 
petitions, etc., not to mention: lapel 
buttons, illuminated display signs, 
news in the local press, cash, War 
Stamps, certificates of merit, medals 
or other awards and recognition to 
those who break quotas, suggest ideas, 
etc., sky writing visible during lunch 
period, pay envelope inserts, contests 
and campaigns, outside speakers from 
the Army and Navy, museum-like 
exhibits showing uses to which the 
product is put. 

Is it worth while? Efficiency ex- 
pert A. H. Mogensen claims that the 
productivity of our workers can be 
increased fifty per cent, and that of 
our machines 100 per cent, by the 
application of scientific time and mo- 
tion study. Many of the suggestions, 
and most of the coéperation neces- 
sary to such achievement, must come 
from the men whose minds the pro- 
duction drive seeks to stimulate. 
Those minds must be stimulated— 
that is the object of any production 
drive. 

Still more important is the will to 
work. While there’s hardly an 
American workingman who does not 
pray for the defeat of the Axis, there 
are hundreds of thousands of work- 
men who still hang back for fear of 
showing the management how much 
can be done; who hesitate to produce 
their maximum for fear of speeding 
up the plant and reducing piece rates. 
It may take the sight of war widows 
and orphans to jolt men out of the 
long established distrust that today 
in some, not all, establishments holds 
back the battle of production. Many 

(Continued on Page 121) 
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By MARY C. BECKMAN 


Assistant Sales Promotion Manager, 


Irvington Varnish and Insulator Company, Irvington, N. J. 


War Bound Drive Built Around the 







in Service Goes Ouer the T 


Posters featuring pictures of boys in service and 


@ A DETAILED account of how 
the Irvington Varnish and Insulator 
Company conducted its drive for the 
sale of War Bonds by the Payroll De- 
duction Method is given here for those 
faced with similar problems, so they 
may perhaps benefit from our experi- 
ences. 

Our bond drive was anticipated 
about a month in advance and in the 
meantime we prepared the way by 
making up posters featuring the boys 
who had left the company to go into 
the services. These posters, shown in 
the accompanying illustration, were 
designed to perform a dual service. 

The first objective was to help sell 
War Bonds and support the boys in 
the service by getting employes to 
sign up in the Payroll Deduction 
Plan. Second, it was hoped that work- 
ers would correspond more frequently 
with the boys in the service, as they 
look forward enthusiastically to re 
ceiving letters from home. 

Posters were needed which would 


To make 


these posters inexpensive, they had to 


perform this dual service. 


be simple and produced in our own 
office. To be 


needed to carry 


successful, each one 
a special appeal to 
that part of our factory in which it 
would appear. 

To get 
letters were written to the parents 


started, friendly cordial 
and families of the boys who had gone 
into the service. Interest was ex- 
pressed in receiving information as to 


the boys’ whereabouts and activities. 


30 


letters from their parents add vital personal element 


them in their uni- 
forms were requested and the families 


Photographs of 


were told that cigarettes would be 
sent to the boys as soon as addresses 
were received. 

The response was instantaneous and 
most gratifying. Parents and families 
were filled with appreciation and ex- 
pressed these feelings in the letters 
they wrote to us. Many sent in small 
snapshots—others promised to secure 
them. 

The next step was to have the snap- 
three 
making 


shots enlarged and to make 
prints. This was done by 


copy negatives of the small photos 











Four colorful scoreboards like this one were 
used in Irvington's successful War Bond drive 





and having 5x7 enlargements made. 
One of these was sent to the parents 
together with the original snapshot 
and a letter of appreciation; the sec- 
ond was sent to the boy at camp with 
a letter telling him to be on the “look 
out” for a package which in most cases 
was a carton of cigarettes; the third 
was kept for the posters. The copy 
negative remained in our possession so 
that access could be had to as many 
prints as were needed in the future. 

Captions were typed for the posters 
such as, “Here is a Letter from the 
Mother of John Doe—also a Photo- 
graph to Show You How John Looks 
in His Uniform.” An appeal to the 
co-workers was also typed asking them 
to “Join the Payroll Deduction Plan 
and Buy War Bonds to Back John 100 
Per Cent.” These two captions for 
each man were photostated and en- 
larged to about three times original 
size. Then the posters were assembled. 
At the top was the enlarged caption 
announcing the letter from the par- 
ents, below that the typed letter from 
the parents of the man in the armed 
forces, then the lad’s photo, and 3 
request to his friends in the plant t 
“drop him a cheery, newsy letter. 
Last of all came the appeal to pur- 
chase War Bonds and support the boy 
in the service. 

All of this made a more personal 
appeal for support of the War ond 
campaign by the groups in the vati- 
ous departments of the plant, thi» the 
usual “flag-waving” poster prin 
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red, white, and blue. Their homeliness 
didn’t detract from their effectiveness, 

it rather enhanced it because of the 
personal nature of material used. 
There’s no doubt but that workers on 
the home front are just as eager for 
news about the boys who have gone 
into service as the boys are in hearing 
from home. 

A steady stream of letters poured 
back into our industrial relations of - 
fice from the boys, thanking us for 
the cigarettes and asking for more let- 
ters. We hope to be able to keep in 
contact with them and send them ad- 
ditional cigarettes, or whatever they 
like, from time to time. 

To start the actual purchasing of 
bonds, a rally was planned at 11:30 
a. m. on a Friday morning in the 
plant courtyard, at a time when even 
workers on other shifts were around 
to collect their pay. Everyone in the 
plant, laboratory, and office was noti- 
fied. 

The rally opened with a few re- 
marks by the president of the com- 
pany and the unveiling of a plaque— 
an Honor Roll bearing the names of 
the boys who have gone into the serv- 
ice from Irvington. A_ volunteer 
worker from the War Savings Staff 
outlined the advantages of purchasing 
War Bonds by the Payroll Deduction 
Method. The Deputy State Admin- 
istrator of War Savings Staff of New 
Jersey explained why people must buy 
bonds. Pledge cards were handed out 
in an attempt to get everyone at the 
rally to promise to buy War Bonds 
through the Payroll Deduction Plan. 
After the rally, pledge cards were 
matched up with standard Payroll De- 
duction cards, made out with the name 
and address of each employe. On Fri- 
day afternoon and Saturday morning, 
these cards with the pledge cards at- 


tached, were handed out through a 
War Bond Committeeman—one in 
each department. 

», on Friday, four colorful score- 
boards like the one in the illustration, 
approximately 40x40 in. were placed 
ab he plant, laboratory, and office. 
Thess bore the captions, “Buy Your 
War bonds Through the Payroll De- 
duc Plan” and “See Your War 
Bon mmitteeman.” On the boards 
Were ‘wo thermometers side by side 
me ndicating the percentage of 
emp s buying War Bonds in the 
ent ompany and the other ther- 
mon indicating the percentage 
buy them in one location—either 
ae boratory, or in various plant 
uil 
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Miss Mary Beckman, assistant sales promotion manager, Irvington Varnish and Insulator Com- 
pany, preparing posters for the company's War Bond drive, some of which are in background 


Signed Payroll Deduction cards 
came in on Monday and Tuesday. Late 
Tuesday afternoon, the first of a se- 
ries of mimeographed bulletins called 
“War Bond Gazette” was published. 
This first issue was headed with a 
sketch of a soldier blowing a trumpet 
and the words, ‘““Here’s Good News” 
coming out of the horn. A sub-cap- 
tion, “Bond Rally a Success in Spite 
of the Rain” (it rained all during the 
rally) carried into the feature article 
on the splendid response being re- 
ceived. Percentages for the two plant 
groups, the laboratory and the office, 
were given, and for the company as a 
whole. A second article listed the 
percentages of subscribers for every 
department in the company. 

A copy of this bulletin was placed 
in the hands of each employe and en- 
thusiasm mounted with the rising 
thermometers. Each of the four ther- 
mometers was adjusted with the cor- 
By Wednesday, a 


real spirit of competition had devel- 


rect percentages. 
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oped. Employes were waiting for the 
changes in the thermometers and for 
the next bulletin. 
second “War Bond Gazette” read, 
“Still Going Up” and “Up! Up! Goes 
the Thermometer Toward the 100% 
Mark.” A kite was sketched in with 
the words “Bond Sales” on it. Per- 
centages were again listed. By Thurs- 


Captions on the 


day, four departments had attained 
the 100 per cent subscription mark 
and several others were in the nineties 
and eighties. Our caption read, “Let’s 
Wind Up this War Bond Drive with 
a Bang and Earn the Flag of Award.” 
The sketch consisted of a soldier and 
a cannon with the “Bang” of the cap- 
tion coming out of the cannon. In 
this issue, the first mention of the pos- 
sibility of winning the Flag of Award 


was made. 

“We Made It, Secretary Morgen- 
thau, So Quick—Send Us Our Flag” 
and a sketch of the Minute Man Flag 
headed Friday’s bulletin—the last. On 

(Continued on Page 102) 
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Treasury Expresses Liberal Attitude 
on Advertising Allowances 


Clarifying statement gives advertisers 


green light 


for reasonable and purposeful advertising programs 


@ A CLARIFYING explanation of 
the attitude of the Treasury Depart- 
ment and the Bureau of Internal Rev- 
enue toward the deductibility of ad- 
vertising expense on corporate income 
tax returns was released late last 
month by the Association of Na- 
tional Advertisers, Inc., New York, 
with the approval of the Office of 
the Commissioner of Internal Reve- 
nue. Based on a conference held be- 
tween officials of the association and 
government officials, the release was 
in the form of a letter signed by 
Paul B. West, president of the asso- 
ciation, and addressed to the Com- 
missioner of Internal Revenue. 

In making it public, Mr. West 
said: “There has been a great deal 
of confusion on the part of business 
management as to the attitude the 
United States Treasury Department 
will take in these war times concern- 
ing the deductibility of advertising 
expense On corporate income tax re- 
This is heightened by the fact 
that many businesses are wholly en- 


turns. 


gaged in war work, others partially 
so, and still others have not as yet 
been converted or obtained war con- 
tracts. 

“The situation was further compli- 
cated by the fact that the Canadian 
Department of National Revenue has 
decreed that companies supplying war 
materials in that country may spend 
no greater amount for advertising 
than that which was expended in the 
‘standard period’ 1936 to 1939 except 
when company profits have increased 
from 30 per cent upwards when some- 
what more advertising is permitted 
on a sliding scale. 
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“Early in the summer, Secretary 
of the Treasury Henry Morgenthau, 
Jr., in testifying before the Joint Con- 
gressional Committee on Taxation 
made a general statement on the de- 
ductibility of advertising expense. It 
seemed to us, however, that the state- 
ment needed clarifying. 

“With that in view and with the 
further aim of acquainting officials 
in Washington as to the many reasons 
for advertising and the varying situa- 
tions faced by advertisers, officers of 
the ANA arranged a conference with 
the Treasury and with officials of the 
Bureau of Internal Revenue under the 
leadership of Norman D. Cann, Act- 
ing Commissioner. 

“At that conference various situa- 
tions affecting manufacturers in 
many fields were covered and clarify- 
ing statements were agreed to with 
the understanding that they would 
be made available for the guidance 
of advertisers. 

“The fine spirit of codperation 
shown by officials of the Bureau in 
our conferences with them cannot 
be commended too highly. They have 
shown a sympathetic understanding 
of the problems of business and an 
unusual willingness to approach the 
advertiser’s problems with an open 
mind. They are, of course, sworn 
to uphold the law and will have no 
patience with any taxpayer who seeks 
to avoid proper payment of taxes. 
But in so doing, they show every de- 
sire not to be arbitrary but to be 
fair and coéperative.” 

The statements approved by the 
Office of the Commissioner of Internal 


Revenue as contained in the letter 
of confirmation follow: 


General Advertising Policy 


“The Treasury Department and the 
Bureau of Internal Revenue fully ap- 
preciate the important part advertis- 
ing plays in our national economy 
and there is no intention to restrict 
reasonable and normal advertising by 
disallowing it as a deductible expense. 
This was attested to by Secretary 
Morgenthau in testifying before the 
Joint Congressional Committee on 
Taxation when he said: 

"The test of whether expenditures 
for advertising are deductible is 
whether they are ordinary and neces- 
sary and bear a reasonable relation to 
the business activities in which the 
enterprise is engaged. This is not in- 
tended to exclude institutional adver- 
tising in reasonable amounts or good 
will advertising calculated to influ- 
ence the buying habits of the public. 
If such expenditures are extravagant 
and out of proportion to the six of 
the company or to the amount of its 
advertising budget in the past, or if 
they are not directed to public pat- 
ronage which might reasonably be ex- 
pected in the future, such payments 
will be disallowed.’ 


Duties of the Bureau 


“The Internal Revenue Bureau 's 
charged with the responsibility of col- 
lecting Federal taxes, among ch 


are the Income Tax and the F «cess 
Profits Tax. It is governed by statute 
and expects full codperation fro: 
taxpayer whereby the governmen: ‘e- 
ceives its full share of taxes. T 
is the duty of the Bureau, parti 
in view of Excess Profits Tax, to »re 
vent abuses and attempts to avo’ ©! 
high tax rate. The Bureau he ull 
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ary 
the 


on 


nis 


ower to disallow unreasonable ex- 
penses for tax purposes. 


Increased Advertising Costs 


“The Bureau recognizes that adver- 
tising costs have been forced upward 
by reason of increased space and time 
rates, increased cost of printing, en- 
graving, art work and other adver- 
tising production costs. In this con- 
nection, the Bureau suggests that ad- 
vertisers keep their cost records as 
complete as possible. 


Increased Need for Advertising 


“The Bureau recognizes that in 
many cases the rationing of gasoline 
and tire restrictions have cut down 
on the number and frequency of calls 
salesmen can make on dealers and that 
this has thrown an added burden on 
advertising since expenditures for di- 
rect mail and dealer house organs must 
be increased to keep necessary contact 
with wholesalers and dealers. This 
also affects the cost of installation of 
displays formerly handled by sales- 


men. 
Salvage Campaigns 


“Many advertisers are using a large 
part of their appropriations and, in- 
deed, have increased them, for the 
purpose of salvaging materials neces- 
sary for the war effort, such as fats 
and grease, iron, steel, non-ferrous 
metals, rubber, etc. The Bureau rec- 
ognizes that such advertising efforts, 
if they bear a direct relation to the 
business carried on by the corpora- 
tion, are essential to obtain raw ma- 
terials and are, therefore, a normal 
business expense. As such they will 
be deductible if made with a reason- 
able expectation that the corporation’s 
business will be benefited by an in- 
crease in materials essential to its op- 
erations. The Bureau further recog- 
nizes that such use of advertising is 


normal under abnormal conditions, 
conditions which have never before 
existed. 

New Products 


riorities, the cutting off or cur- 
tailing of imports, and new research 
ave resulted in some manufacturers 
bringing out new products. In other 
Cases substitutes have had to be made. 
In these cases, the manufacturer must 


int 1 the public and the trade 
through advertising in justice to him- 
self. his dealers and the consumer. The 
Bur does not question this and will 
fake nto consideration all normal fac- 
tors incident to launching a new 
Proc'ct. Such expenditures which 
are -.sonable in amount, taking into 
_ ration the facts in each case, 
‘i 


allowed as deductions for Fed- 
ome tax purposes. 


era) 








Stuart Cramer of the advertising staff of 
The Arco Company, Cleveland, also a pro- 
fessional magician, has been released fro:. 
his regular duties to spend an increasing 
amount of time entertaining service men 


Added Lines 


“In certain instances, manufactur- 
ers, in order to keep their dealers in 
business, have been supplying~them 
with alternate products. For exam- 
ple, a rubber manufacturer, to aid his 
dealer outlets, has added such items 
as luggage, tools, sports equipment, 
furniture, etc., to replace tires no 
longer available. The Bureau recog- 
nizes that such a manufacturer must 
merchandise these to the dealer and 
the public through advertising. Ex- 
penditures for this purpose which are 
reasonable in amount taking into con- 
sideration the facts in each case will 
be allowed as deductions for Federal 
income tax purposes. 


Changes in Buying Habits 


“Some manufacturers, because of 
priorities, must attempt through ad- 
vertising to change buying habits. 
Curtailment of the use of metals has 
meant the elimination of many types 
of containers, of small size packages, 
etc. For example, beverage manufac- 
turers, because of the shortage of plate 
for bottle caps, must try to educate 
the public to use large instead of small 
size bottles. The Bureau recognizes 
that this calls for advertising expen- 
ditures. Such expenditures, if rea- 
sonable in amount taking into con- 
sideration the facts in each case, will 
be allowed as deductions. for Federal 
income tax purposes. 


Advertising to Speed 
War Production 


“Many companies are using adver- 
tising and advertising technique to 
speed the war effort among their own 
employes. So far this has been di- 
rected at one objective—to convince 
the shop and office worker that he is 
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part of the all-out war effort and 
hence that carelessness and _ inefh- 
ciency, unnecessary absences and acci- 
dents on the production front are 
detrimental to the men on the fighting 
front. To accomplish this job, post- 
ers, banners, house organs, local 
newspaper advertising, direct mail, 
local window displays, motion pic- 
ture, spot radio, and many other ad- 
vertising devices have been used. Un- 
doubtedly, many companies will call 
on advertising to do a similar job in 
furthering the sale of war bonds 
through the payroll-deduction plan. 
The Bureau recognizes that the ex- 
pense incident thereto is a justifiable 
one so long as it is reasonable, whether 
that expense is listed as a production 
or a selling (advertising) cost. 


New Companies 


“Since the war began, certain new 
companies have come into being and 
have invested many thousands of dol- 
lars in plant equipment for the pro- 
duction of war material. As long as 
the war lasts, they will have nothing 
at all*to sell the public. Those com- 
panies deem it but good business prac- 
tice to advertise so that when the war 
ends and they turn to peacetime pro- 
duction, the public will be familiar 
with their names and hence their 
plant investment may be protected. 
The Bureau recognizes that advertis- 
ing by such companies is a proper 
deductible expense so long as such ex- 
penditures are reasonable. As Secre- 
tary Morgenthau has said: ‘The test 
of whether expenditures for advertis- 
ing are deductible is whether they . . . 
bear a reasonable relation to the busi- 
ness activities in which the enterprise 
is engaged. . . . If such expenditures 
are extravagant and out of proportion 
to the size of the company .. . or if 
they are not directed to public patron- 
age which might reasonably be ex- 
pected in the future, such payments 


will be disallowed.’ 
In General 


“It is, of course, impossible for the 
Bureau to lay down a definite rule in 
advance which will fit all situations. 
In general and as Secretary Morgen- 
thau has indicated, the Bureau will be 
rational and fair, recognizing that ad- 
vertising is a necessary and legitimate 
expense of doing business as long as 
it is not carried to an unreasonable 
extent or becomes an obvious attempt 
to avoid tax payments. This principle 
applies whether the company has no 
government contracts, whether it is 
selling both to government and to 
consumer or industry, whether it is 
wholly converted to war production, 
whether it is a new company selling 
only to government, or whether it is 





35 














a new company selling to government 
and industry. 

“The Bureau has no desire to be 
arbitrary but it will, of course, uphold 
the statutes. Its collectors will, in 
each individual case, examine the rec- 
ords and act accordingly. If an ad- 
vertiser feels the decision of the col- 
lector is wrong, the burden of proof 
of that fact rests upon him. He can, 
of course, appeal the decision if he 
feels an injustice has been done. 


Advertising for the Government 

“Under Section 23 (0) of the Code, 
an individual may make a gift to the 
government and deduct that gift 
from his income tax. Section 23 (q), 
however, referring to corporations, 
omits this provision. There is, there- 
fore, no provision in the law for al- 
lowing as a deductible expense monies 
or time or space given directly to the 
government for advertisements signed 
solely by a government bureau or de- 
partment. If, on the other hand, ad- 
vertisements featuring the sale of War 
Bonds, conservation, nutrition or 
other government objectives are clear- 
ly signed by a corporation, such as 
‘This space donated by the John Jones 
Company, manufacturers of Jones’ 
vitamins,’ the advertisement will be 
considered as an institutional or good 
will advertisement of the manufac- 
turer and hence, deductible, provided, 
of course, that the expenditure is rea- 
sonable and not made in an attempt 
to avoid proper taxation. 


“Advertising” 

“By ‘advertising,’ the Bureau in- 
cludes all forms of advertising recog- 
nized by the industry of which the 
individual company is a part, such as 
newspaper, periodical, business paper, 
radio, car card, outdoor, display, mo- 
tion pictures, house organs, direct 
mail, etc. 


Advance Rulings in 
Individual Cases 


“In view of the foregoing matter, 
the Bureau feels that applications for 
rulings in advance on advertising ex- 
penditures of specific companies 
should be necessary only in most un- 
usual circumstances. If an advertiser 
will follow the rules laid down, he 
should have no difficulties in deter- 
mining whether a given advertising 
expense is justifiable. 

“The Bureau will consider appli- 
cations for individual rulings on spe- 
cific items but the advertiser should 
realize that no obligation rests upon 
the Bureau to render such rulings, 
that the Bureau is busy with an un- 
usual volume of work, and that, in 
general, it believes such rulings will 
be unnecessary in the light of infor- 
mation put forth in this letter.” 
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JAP SEASON s NOW OPEN! 
GET YOURS WITH WAR SAVINGS BONDS 
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As employes of Norris Stamping & Mfg. Company, Los Angeles, fill their War Bond quotas the 
five-sectioned Jap stickers are dissected for each percentage signed and finally replaced by 
an American flag. A new scoreboard for pledges over ten per cent is now being planned 


Novel Scoreboard Spurs War Bond Sales 


@A UNIQUE STUNT for stimu- 
lating greater employe interest in War 
Bond Pay Roll Plan drives has been 
developed by the Norris Stamping 
and Mfg. Company, Los Angeles. 

A glance at the accompanying 
illustration of the Norris scoreboard 
which occupies a 
large and prom- 
inent wall space 
in the plant, 
shows the relative 
standings of the 
various depart- 
ments in_ their 





“pennant race” 
to the common 
objective—a quota of 100 per cent 
participation in the company’s pay- 
roll allotment plan as advocated by 
the Treasury Department for em- 
ployes’ War Bond purchases. 

The “symbol of progress” is an 
ugly-looking Jap with five detach- 
able features (ears, eyes and nose), 
one of which is “amputated” for each 
percentage point of quota subscrip- 
tion gained by each department, as 


Sdocn Promotes E. P. Gromer 


E. P. Cramer, formerly field editor of 
the company’s house publication, “Storage 
Battery Power,” has been made advertis- 
ing manager of the Edison Storage Bat- 
tery Division, Thomas A. Edison, Inc., 
West Orange, N ] 


shown in the smaller cut each of 
whose perforated lines represents one 
per cent and are detached as points 
are made. When all five percentage 
points are achieved, and the Jap’s 
ugly mug entirely eliminated, it 1s 
replaced by an American flag symbol- 
izing that another allied victory has 
been won. As a department achieves 
its goal of 100 per cent subscription 
in its drive, it has twenty American 
flags to its credit and an added one to 
signify that it has gone over the top 
and completely wiped the Japs out of 
the department’s path to victory. 
Norris officials report that the cur- 
rent contest has aroused such wide- 
spread interest among its hundreds of 
employes they are considering the 
suggestion of forming a new club for 
those desiring to pledge more than the 
usual ten per cent of their wages for 
additional War Bond purchases 
Norris officials will gladly furnish 
other organizations with the details 
of their successful contest. Norris 





headquarters are at 5215 S. yle 

Ave., Los Angeles. 

Kuhbach to New York Agency 
George J. Kuhbach has joined t ; 


tive writing staff. Doyle, Kitchen 
Cormick, New York advertising 
He had formerly been with the sa 
motion and advertising department 
Switch & Signal Company, Swiss‘ 
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two days of intense study of the hundreds of entries in “Industrial Marketing's" Fifth Annual Competition for Editorial Achievement, the Jury of Awards goes into 
to compare notes and select the winners from those segregated for final consideration, as they are seen here. From the lower left and clockwise are: John Coakley 
s A. Edison, Inc.; Gerry Powell, American Type Founders Sales Corporation; H. L. Fisher, Rickard and Company; Charles M. Neighbors, Babcock & Wilcox Company 
of an; and Lieut. Col. Egbert White, officer in charge of “Yank,” the Army publication for service men, and vice-president, Batten, Barton, Durstine & Osborn, In¢ 


119 Editors Compete with 308 Entries 
for Editorial Awards 


@ THE Fifth Annual Competit.on 
Editorial Achievement sponsored 
INDUSTRIAL MARKETING closed 
month with 119 business paper 


making a total of 308 entries. 


vas a greater number than com- 


ast year when 101 participated. 
ntries came from all over the 
States and Canada and from 
itions serving a wid: range of 
es, as may be seen from the 
panying list showing the classi- 
s in which editors made their 


great mass of material was laid 
the Jury of Awards in the 
Room of Belmont-Plaza Hotel, 
ork, Aug. 13 and 14, and fol- 
two long days of intensive 
the judges se'ected the win- 


: 
In each case the winners were 


picked from a sizeable number of 
entries which had qualified for final 
consideration. As in last year’s com- 
petition, the entries were mostly ma- 
terial especially directed toward help- 
ing speed the war effort. 

The announcement of the winners 
and presentation of awards will be 
made Sept. 14 simultaneously at the 
meetings of the New York Industrial 
Advertising Association and the Chi- 
cago Industrial Advertisers Associa- 
tion. Charles M. Neighbors, chair- 
man of the Jury of Awards, will of- 
ficiate at the New York meeting and 
Ralph O. McGraw, editor, INpbus- 
TRIAL MarKETING, will read _ the 
Jury’s report at Chicago and make 
the local presentations. 

The Jury of Awards for this year’s 
Chairman 


competition comprised: 
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Charles M. Neighbors, manager ad- 
vertising division, Babcock & Wilcox 
Company, past president of the 
NIAA; John Coakley, manager pub- 
licity, Thomas A. Edison, Inc., past 
president of the Industrial Marketers 
of New Jersey; Lieut. Col. Egbert 
White, officer in charge of “Yank,” 
the Army’s publication for service 
men, and vice-president, Batten, Bar- 
ton, Durstine & Osborn, Inc.; H. L. 
Fisher, president, Rickard and Com- 
pany; and Gerry Powell, typographic 
director, American Type Founders 
Sales Corporation. 

Entries were made in six classifi- 
cations in competition for one First 
Award and two Awards of Merit in 
each. The number of editors com- 
peting in each classification were as 

(Continued on Page 123) 
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CLOTHING... 


Hold your hat (made out of skim milk 

fibre). How would you like to hove 

, your new suit stamped out of a syn- 

"thellé tibre instead_of woven in the old way? Patents have 
been granted and we may be within hailing distance of this 
révolutionary change. Fabrics to fit the weather, if you please 





os 


DEHYDRATED FOODS 


Your wife may be reminding you to 

bring home three envelopes of vege- 

tables in your vest pocket on your way 

from the office. We dabbled in dehy- 

drated foods in World War No. | but 

now it looks as though we were get- 

ting down to real and serious business with far-reaching 
changes in equipment for the plants that will be turning out 
the new products. (And behind the scenes there is a furious 
fight brewing between the old-style of tin can and new type 
containers.) 


GAS INDUSTRY... 


In the current oil shortage the alert 
# minds of the gas industry see a potent red 
son for rechecking their manufacturing meth 
ods. We will venture the prediction that go 
and oil will be engaged in a knock-down 
drag-out fight for fuel business bringing 
along process changes that will do things ! 
equipment markets. 


INDUSTRIAL AND ENGIN 
332 WEST 42"° STREET * 


CHICAGO: CL’ VELA 
310 S. Michigan Avenue 1133 Loader 
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= OIL REFINING... 


















F skim milk We will know where we stand when s bs Old time oil men must be turning in their graves 
> to have the Baruch Committee makes its re- ~ as they see their industry turning more and 
of a syn- port. Behind all the shouting lies the more to chemical processing. If it's 
tents have argument as to whether a retreating alcohol that’s needed for synthetic rubber, the % | 
nce of this army can or can not literally destroy oil companies can produce that as weil as the Vtg 
ou please a rubber plantation and take it out other products which are under discussion for “a, 
of production for ten years. For our money, we will take the synthetic rubber. 
synthetic made from several processes because you can fit 
2 the composition to the job to be handled. 
HOUSING... 
Don't look surprised—it isn't a chem- 
SHOE MANU FACTU RING ical industry yet but before we get 
shade through your new house will be as 
We will still wear leather—some of us. But don't be surprised 3 by ony ie oes ye pra ong sini 
ifthe cow gets some tough, fresh competition that will call for Atopy. ~ nes rs e gaso- 
r-reaching diferent equipment designed to handle synthetic chemical iné on whic ying Fortresses are 


run. New chemicals for air conditioning, fluorescent lighting, 
new floor materials, glass and plastics in hitherto unsus- 
pected uses are all on the docket. 


urning Out 
; a furious 


materials. Millions of Army shoes 
are giving a grand service test and 


new type manufacturers will be 
quick to push sound 
~. ideas into civilian pro- 
duction. 
> a and even HIRAM THE FARMER 
You will not sell the farmer directly but he is 
oing to make a lot of business for the chem- 
the alert PLASTICS Things are going at a roaring pace with cal fbn He will be putting bacterial con- Oe 
tent rea actual achievements overtopping the wildest dreams of the centrates in the soil along with his seed—he ) 
ring meth- enthusiasts of five years ago. Don't forget the plastic auto- will give his fruit orchards a shot in the orm o 
n that gos mobile body on which Henry Ford swung the ax. There's with plant hormones and the insecticide in- J 
ock-down more to that product than meets the eye and equally startling dustry will be selling him a lot of new things. 
bringing changes are coming in other directions. So 
things '0 & far the metal men have only felt a slight 
* attack on their market by the plastics 
people—but more is coming. } 
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FOR THE RECORD 
To tHe Eprror: 
little opportunity to sit in on the ses- 
sions at the NIAA War Conference, 
I am sure glad to have the August 
issue of INDUSTRIAL MARKETING in 


which you so excellently covered the 


As one who had 


conference. Congratulations on a fine 
job of reporting. 

I know the majority of my Confer- 
ence Committee were also too busy 
keeping things going at Atlantic City 
to find time for the meeting and have 
been relying on the reports in INpus- 
rRIAL MARKETING to find out what 
it was all about. They won't be dis- 
appointed. 

I would also like to register here my 
personal appreciation as the confer- 
ence chairman for the splendid coép- 
eration you gave us in the July issue 
to the extent of even advancing the 
Besides this, you had 
to work under the serious handicap 


date of issue. 


of getting the necessary material 


within a very limited time. 
Somewhere in the report issue | 
wish there could have been some state- 
ment to the effect that the Confer- 
ence was developed from an idea into 
a reality within the relatively short 
space of thirty-three days which I 
believe is a record for NIAA confer- 
ences. It might have been a good 
thing to record for posterity! 
K. W. Baivey, 
Advertising Manager, Thomas A. 
Edison, Inc., Bloomfield, N. J. 
vyv¥y’ 
GOOD REPORT 


To tHe Eprror: I spent a good 


part of last evening going over the 


August issue of IM, refreshing my 
mind on some of the talks I heard 
at Atlantic City and reading those I 
missed because I was able to be there 
only one day. You certainly do a 
swell job on reporting the conferences. 
For the “‘stay-aways” it’s a life-saver 
—for those who go, it’s a “refresher” 
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course. I liked Eastman’s talk par- 
ticularly. 
E. V. CREAGH, 

Sales Promotion Manager, American 

Chain & Cable Company, Inc., 
Bridgeport, Conn. 
ae, 
USING THE COPY CHASERS 

To tHE Eprror: I have just read 
your articles on the NIAA meeting 
including ““O. K. As Inserted.” Your 
report, as usual, encompasses the es- 
sence of the meetings nicely. I was 
glad to note the emphasis placed on 
Al Staehle’s talk. 

As in the past, The Copy Chasers’ 
references to Hercules advertising and 
their selection of our work as out- 
standing create greater confidence in 
finding that our perspective and our 
approach continue to be sound. 

I want to repeat again that The 
Copy Chasers are helping industrial 
advertising to justify itself in a man- 
ner second to no other influence. This 
is not because of the nice things they 
have said about our work, for we will 
welcome adverse criticism with equal 
ardor. 


HOW TO GET THE MOST 
OUT OF YOUR LATHES 


Me | © 0 corm of meggeatinm smmnte by the South Rome 
te ots © Re meee of mere oft ow prec 


Keep Your 
Lethes Clean 


SOUTH BEND LATHE WORKS 


Oost EE ©) feeth Bend et DRA © Lathe Beliders fer 35 Years 


I might add a suggestion which or- 
ganizations interested in improvement 
in industrial marketing should con- 
sider. Simply mail reprints of your 
monthly sections of “O. K. As In- 
serted” to management. That ought 
to bring the boys down to hard reali 
ties. 

THEODORE MARVIN, 
Advertising Manager, Hercules 
Powder Co., Inc., Wilmington, Del. 
. = 
USEFUL ADVERTISING 

To THE Eprror: The recent promi- 
nence that you have been giving to 
the dissemination of information for 
helping increase production in war 
plants prompts us to send you the first 
announcement of a new series of bul- 
letins which we are preparing for this 
purpose. The September issues of more 
than twenty business papers will carry 
news (see attached proof) of the first 
of these service and operation bulle- 
tins. Our present plans call for the 
publication of a bulletin each month 
on a different subject. 

Each bulletin will be announced by 
similar advertisements which will 
briefly cover the subject matter and 
embody sufficient information to make 
them of value to lathe users. The whole 
campaign will be devoted to giving 
war plants information that will en- 
able them to get better service and 
longer life from their lathes and to 
help their lathe operators become more 
proficient. 

This is a radical departure from our 
current advertising but we feel there 
is definite need for it in our field. 
Since we have gone into it the whole 
way we are anxiously awaiting the 
results which will show if our analysis 
of the situation is correct. 

N. D. JACKMAN, 
Advertising Department, South Bend 
Lathe Works, South Bend, Ind. 


sw F 


BEHIND THE SCENES 

To tHE Copy Cuasers: This is 
just an “after hours” shot to let you 
know that I, for one, think you rang 
the bell loud and long in the August 
INDUSTRIAL MARKETING in referring 
to a piece of copy | wrote. 

When I read that ad, I also » 
dered if it was worth while. A: 
decided that it was NOT. Hows 
I am afraid that you gentlemen 
somewhat late. You’ve missed 
draw ... as I thought the same ¢! 
when I wrofe it. 


All of which brings up a su! 
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FERROUS METALS ... Their Production and Fabrication. 
NON-FERROUS METALS ... Their Production and Fabrication. 
In THESE ENGINEERING © APPLICATIONS ... Castings, Forgings, 


Powder Metals, Stampings, Tubing, Bearings, Etc. 


ea MELTING bad CASTING ad MILL OPERATIONS ... Furnaces, 


Ferroalloys, Reclamation, Mill Rolls and Equipment. 










METAL WORKING ... Tool Materials, Machining, Cutting Oils, 


Lubricants, Forging Machinery, Presses, Abrasives. 


CLEANING ° FINISHES . . . Pickling, Degreasing, Blast 


Metal Progress swings the influence in this Cleaning, Plating, Metallic Coatings, Painting. 


ig metallurgical engineering market. 15,000 WELDING ... Are, Gas and Resistance Equipment, Electrodes, 
embers of the American Society for Metals — and Supplies. 


e pioneering force in the field—turn to this HEATING ° HEAT TREATMENT ..- Carburizing Baths, Com- 
. pounds, Blowers, Burners, Induction Heating, Fur- 
honthly magazine for the essential metal engi- naces, Ovens, Refractories. 


‘ring information they so urgently need today. TESTING ® CONTROL ... Hardness, Tensile, Physical, Metal- 
lographic and X-Ray Testing, Temperature Controls. 


Investigate Metal Progress now — build your 


vertising program around this First Choice of 


te Metallurgical Engineers. 
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that has been tearing through my so- 
caiied brain for the past severai years, 
while I have been sitting behind type- 
writers banging out industrial copy— 
as well as other times when I have 
been fortunate enough to have enough 
data at my disposal to write an ad 
with guts. 

I refer, of course, to those ad man- 
agers who don’t give a damn whether 
their advertising is doing the job it 
should. More particularly, I refer to 
the “brass hats” in those organizations 
—for it is generally they who like the 
pretty pictures and platitudes. 

Case in point: The ad to which 
you referred was written in about 
three-quarters of an hour (including 
layout idea and first discussion with 
the art department). On the other 
hand, the ad, which was 
written during the same week (you 
have given special recognition to this 
series), took about three days to 
write, not including a couple of days 
for research to dig up the information 
on the left-hand page . or rather, 
the right-hand page. 


enclosed 


From an agency standpoint, there 
are probably (there are) many copy 
men and executives who would rather 
write the previous type, and thus in- 
crease the chances of more bucks in 
the net profit column . . . but I be- 
lieve the majority of us would rather 
see advertising that is helpful, both 
now and when victory has been won. 

Finally, I believe the work you fel- 
lows are doing is helping the cause of 
industrial advertising even more than 
you realize. It is helping to make 
industrial advertising better, and as 
a result is undoubtedly strengthening 
its cause in Washington and other 
purely political strongholds. 

I would like to suggest that along 
with your comments on copy, you 
occasionally take a poke at some of 
the ad managers who permit (even 
foster) such advertising as the ad you 
mention. Then take another poke, 
even harder, at the “brass hats’ who 
insist upon it. You guys can do it. 
We can’t. We can try, but if we 
don’t write the kind of advertising 
they want, someone else will. So 
what the hell’s the use in cutting your 
own throat for an ideal? We can try, 
and try again (as we have in this 
case), but you can’t tell a client to 
go to the hot place too often, and still 
stay in business. . 

And incidentally, this is*not intend- 
ed to be an excuse for the ad. It does 
STINK, as you say. ~ But perhaps 
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The Bettmann Archive 


with the above ideas in mind, you'll 
be able to attack the whole problem 
from the other angle (other than 
just the writer of the ad) and thus 
increase the value of The Copy 
Chasers. 
Again, congrats on the swell job 
you’re doing. 
Yours, for Say-Something-Adver- 
tising. 
AGENCY COPYWRITER, 
Pennsylvania. 
vvyy 


APPROPOS IMAGINEERING 

To tHe Eprror: Would you kind- 
ly grant me a platform (of but a few 
inches) to add my plaudit to Edwin 
L. Andrews for his provocative ad- 
dress on “Imagineering”? (See IM, 
Aug., "42; p. 27.) 

Nobody compels us to wear blink- 
ers while we stand at our anvil work- 
We do not impair, 
purpose by 
striving to open up new vistas. It is 
a necessity to “let imagination soar” 
not alone to win the peace, but the 
war as well. Hitler has offered us a 
rather painful dose of his all too be- 
and we have 


ing for victory. 
but signally serve our 


deviled “imagination” 
to pay him back in kind. 

Mr. Andrew’s appeal made me 
think of an “Imagineer” of old whose 
prophetic designs I have recently dis- 
covered. His name was Albert Ro- 
bida. An architect by profession, he 
foresaw in 1882 all the horrors of 
nythanized warfare; tank battalions 
supported by swiftly moving bicycle 
troops; nerve gas units; and similar 
nightmarish devices, which today 
have become bitter realities. 


But in thinking of war, Robid. 
more than fifty years ago, envisione 
a peace which would bless humanit 
with a new technical civilization: sky 
gardens, aerial trailers, prefabricat 
houses, community food supply, tele 
vision, and other items are vividly d 
picted in Robida’s lithographs of ‘T! 
World of the Future.” 

Particularly enticing to advertising 
men should be Imagineer Robida’s 
suggestion for direct airmail service 
in which handsome girls (to be 
streamlined, but not of plastics, we 
hope), will deliver the message with 
a smile. 

Orto L. BETTMANN, Ph.D., 
Director, The Bettmann Archive, 
New York. 
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"SCRAP ADVERTISING 

To THE Eprror: The business, in- 
dustrial, and trade magazines will be 
full of “scrap-promotional” advertise- 
ments in August, September, and Oc- 
tober. Most of these will be published 
by the steel companies, although a 
few will be a part of the Institute's 
$1,500,000 campaign. 

I believe The Copy Chasers ought 
to cover these advertisements pretty 
thoroughly. Why? The answer is 
obvious. It’s a mew use for industrial 
advertising and a damned good use, 
especially when you recall that it’s 
going to take ninety million or more 
tons of steel each year to win this 
hellish war. And you can’t make 
anywhere near that much steel with- 
out scrap. These advertisements are 
definitely in the class of “advertising 
to aid the war effort.” [See page 14.] 

WituiaM E. McFee, 
Manager, Copy and Plans Department, 
The American Rolling Mill Company, 
Middletown, O. 


vVvy 


FIELD CONFIRMS COPY CHASERS 

To THE Eprror: Naturally we are 
greatly pleased that The Copy Chasers 
have selected our advertisement, 
“Have You Seen Taylor’s New Ane- 
roid Manometer . . .,” to be given rec 
ognition in the “O. K. As Inse: 
column of your publication for 
tember. [See page 76.] 

Carleton H. Davis of the B 
office of Batten, Barton, Durst 
Osborn wrote this piece of cop 
think it is also interesting to 
that we have already had several 
plimentary letters from our 0 
sales organization to the effect 
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FOOD EQUIPMENT PREVIEW and 


CHEMICAL EQUIPMENT PREVIEW 


present 


A New Facts Book 
You Should Have 


52 pages of facts 
..and Reasons Why 


* 


Available on request 
to Manufacturers and 
Advertising Agencies 
. . . without charge 


a—————wmnAls IN [=< 


Here’s a List of Contents 


Facts on The Process Fields— 


Chemical Process ...... 5 Gawain ee 

Food Manufacturing .. an ae gee Ty 6-7 
How Many Potential Customers............... 8-9 
Buying Markets in War .. and After War...... 11 
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“$18,000,000 this year for new editorial ideas”... . 16-17 
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New Circulation Methods . . . Greater Coverage. .20-21 
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Covering Both Sides of Process Industries... .... 26-27 
Covering Chemical Process Plants.............28-29 

Quality of Reading Audience............... 30-31 

Comparatively, What Can You Buy?....... .32-33 
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What ise Is There in Inquiries?”’........... 48 
What out Readership Studies?”............ 49 
“Inquiries . . . Their Care and Handling”... 50-51 
“Prestig RT iccvcevas oqudehekacesent 45 
So we pian to do prestige advertising”.......... 46-47 








. 


Vi TT: t VQLLAEe, LEA HUG UE 

















A f/? ” 
Vole Uave UV1G Eff WITLI UAE 


Te PROCESS IN UUS TREES 





* CHEMICAL PROCESS 
* FOOD MANUFACTURING 































Actual size... 9"x12” 
Here’s a new 52-page book that answers, in terse, factual style, 
such questions as— 


@ What are The Process Industries? How BIG are they? How 
many Potential Customers? 

@® Why will these markets be most nearly “depression-proof” 
after the War? 

® How can these markets be covered most effectively . . . most 
economically? 

® What “new technique” has been developed to make advertis- 
ing more effective in these fields? 


. and many other subjects are discussed . . . “reasons-why” given. 


See partial list of contents at left. 


Prime Markets Today ... “Best Bets” After the War 

“What markets will be good after the War, when sales will be ‘tough’ ’”? 
. . that’s more vital than “Where can I get sales now?” 

And that’s the reason why you should have this book . . . to get the 

facts on these markets which are most nearly “depression-proof” 


in War, and After War. 


Book Available on Request ..to Manufacturers and Agencies 
Write, on your letterhead, if you are a manufacturer or advertising 
agency man, and a copy of this book will be sent you . . . no charge. 
This book is published by CHEMICAL EQUIPMENT PREVIEW and 
FOOD EQUIPMENT PREVIEW .. . the two publications giving the 


most complete coverage available in these two markets. 


Address your request to— 


PUTMAN PUBLISHING CQO. 


737 N. Michigan Ave. Chicago 
Publishers of 
CHEMICAL EQUIPMENT PREVIEW & FOOD EQUIPMENT PREVIEW 









this is the type of advertisement 


which appeals to our customers, 
which would tend to confirm the 
good judgment of The Copy Chasers. 

Mr. Davis will be 


pleased with this compliment because 


particularly 


he has been working on our account 
only since this spring. 
W. W. 


Advertising Manager, Taylor Instru- 


Lock Woob, 


ment Companies, Rochester, N. Y. 


~~ = = 
AGENCY TEAMWORK 


To tHe Eprror: Naturally I am 
delighted with the citation of The 
included our 


Copy Chasers which 


company as a winner in Division II 
of The Copy Chasers’ Award in At- 
lantic City at the National Industrial 
Advertisers Association War Confer- 
ence. I was equally pleased at the 
comments made in connection with 

this campaign in the August issue. 
However, since my name only was 
used in connection with the plan- 
ning, preparation and copywriting 
of this campaign, it may give a wrong 
impression which I should like to cor- 
rect. Naturally, as advertising man- 
ager, my duty was to work in close 
collaboration with the agency. How- 
ever, I think that Herman Thoenebe 
of John Falkner Arndt and Company, 
Inc., Philadelphia (our agency), 
should be given full credit for the 
actual writing of the copy, and, as 
a matter of fact, the principals of 
the agency, as well as myself, worked 
very closely on the technique as well 
as the preparation of the campaign. 

It’s all a matter of teamwork. 

N. A. J. Conway, Jr., 
Advertising Manager, A. P. de Sanno 
& Son, Inc., Phoenixville, Pa. 
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WOOD ENGRAVINGS 

To tHe Eprror: In this age of 
modern science and invention, we 
sometimes are prone to overlook or 
forget the fine arts of the past. Wood- 
cut engraving, as practiced in the past 


century, was really an art. 


Just why those skilled artisans, the 
woodcut engravers, have not been 
given a place in the hall of fame, 
ilong with painters and sculptors, we 
do not know. Certainly wood en- 
gravings required as much skill and 
imagination as the fine arts, and it 
cannot be denied that the early wood- 
cuts were as useful and helpful to 
Reproduc- 


society, yes, even more so. 


tion of the wood engraving reached 
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and influenced the masses. Most of 
the other works of art did not. 

In recognition of the service per- 
formed by the woodcut artists (and 
we prefer to call them artists rather 
than artisans) we submit the enclosed 
sixteen-page book of reproductions of 
early wood engravings now in our pos- 
session. You are privileged to repro- 
duce, with the customary credit line, 
any of these old-time illustrations you 
might select. 

Should you want modern 8x10 
views of farm life and farming op- 
erations covering most of the United 
States and Canadian provinces, we 
have quite a collection of pictures of 
this type in our files for free distri- 
Possibly we may have just 


the type of scene or subject you have 


bution. 


been wanting. 
E. R. Durein, 
Editor, “The Case Eagle,” J. I. Case 
Company, Racine, Wis. 
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OFF TO THE WAR 
To tHe Eprror: I|’m off to the 
wars in a whale of a hurry. 


So please 
make allowances for my having to 
rely upon this mimeographed letter to 
tell you where | am going and who 
is taking over the job for me, effective 
tomorrow. 

In brief, the story is told in the 
quotation below taken from the cur- 
rent issue of “Dorco Doings,” our 
company house organ: 

Mr. Anthony Anable, a member of the 
Dorr company’s staff since 1923, and ad 
vertising and publicity manager since 
1932, has been commissioned a Line Off- 
cer in the U. S. Naval Reserve, rank Lieu- 
tenant-Commander, and left August 14 
tor active duty in an administrative ca- 


pacity at the U.S.N.R. Midshipmen’s 


School (Officers’ Training School) 
New York 

Commander Anable served as an « 
sign in the Naval Reserve from 1917-19 
aboard one of the naval transports tl 
carried our first A.E.F. to France. For t 
present, it is planned to have his duties 
advertising manager carried on by his 
sistant, Albert Morris, who has beer 
member of the department for five yea: 

| have been called back into the 
Navy on extremely short notice, and 
given only seventy-two hours to clean 
up the job here, get into uniform, and 
go on active duty. I trust that you 
will give Mr. Morris the same coép- 
efation that you have given me dur- 
ing the many years we have been 
working together. He knows the job 
thoroughly from end to end. 

Two points I would like to make 
First, the 1942 
advertising plan and space schedule in 
our letter of Feb. 25 will remain un- 
changed for the balance of the year. 


Second, no advertising plans for 1943 


clear at this time. 


will even be considered in the most 
preliminary manner until December 
of this year, at the earliest. 

I hope to be seeing you again when 
I pick up where I left off, after the 
big job ahead is jobbed. 

ANTHONY ANABLE, 
The Dorr Company, Inc, New York. 

, 3 
SYNDICATING HOUSE ORGAN 

To tHE Epiror: Thanks for the 
swell publicity you gave our modest 
little publication, “Quips & Tips” 
(see IM, July °42, p. 40). Incidental- 
ly, the reactions to it are very inter- 
esting. We are now syndicating it 
for one chain, and will have it ready 
for another in the near future. Quite 
a number of nice letters have come, 
requesting that individuals be placed 
on the list, and a few orders have di- 
rectly resulted. 

I enjoyed the last two issues of 
INDUSTRIAL MARKETING a whole lot. 
Our subscription just expired, but we 
are sending our renewal right away. 

Joun K. Cripren, 
L. B. Allen Co., Inc., Chicago. 


Denison Engineering 
Promotes Three 
Paul W. Norris, formerly mar 


purchasing and production p 
Denison Engineering Company, 
bus, O., has been given complete 
of sales, service and engineering 
ager of marketing for the compa! 

J. T. Hively has been appo1 
succeed Mr. Norris as manager 
chases He had been head of t 
sonnel and public relations depart 

The personnel and public relat 
partment is now headed by W: 
Hackett who had formerly beer 
manager of personnel 
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....Here’s Information That Will Help 
You Do These Two Vital Advertising Jobs 


4 WE'VE TALKED TO HUNDREDS OF OUR READERS—ACTIVE ENGINEERS 
the AND CONTRACTORS ... ASKED THEM WHAT INFORMATION ON CON. 
7 STRUCTION PRODUCTS THEY WANTED FROM MANUFACTURERS. THEIR 
and COMMENTS CONSTITUTE A VALUABLE GUIDE FOR PREPARING PRO- 
Ne DUCTIVE ADVERTISING. THEY'RE AVAILABLE TO YOU IN BOOKLET 


Op- 


lur- OR BULLETIN FORM. ORDER THEM BY MAILING THE COUPON BELOW. 


yeen 


- 
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job 
1, This is Number One in a new series of 2. In this book engineers and contractors 3, This book contains helpful copy ideas 


als field reports. They are based on interviews tell what they want to know about construc- from men who specify, approve and buy 


pS with users of construction equipment who are tion equipment. The copy suggestions it building products. It also includes a handy 
on now facing maintenance and operation diffi- contains can hel ou select the right check chart for preparing effective advertisi 
° in culties. In these reports equipment owners PY 8 Prep 8 ——- 


“know-how” approach for your advertising. 


tell what information they need from manu- 
facturers to keep their machinery in operation. 


un- 
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\. E. Paxton, Mgr. Engineering News-Record and Construction Methods, 330 W. 42nd St., New York City 
Send me: 

= | 1. “What Equipment Users 2. “Construction Men Tell 3. “Engineers and Contract- 
‘ nt in Advertising Today.” What They Want to Know About ors Tell What They Want to Know 
* Equipment.” About Building Products.” 
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Ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Helps 





Advertisers Make Valuable Contributions 
to the War Effort 


@ CONCEIVED with a two-fold 


purpose, Aluminum Company of 
America, Pittsburgh, has launched a 
special campaign of color pages in 
Life and The Saturday Evening Post 
which serves to build up both em- 
ploye and national morale and _pro- 
vides a series of striking posters for 
industry to use in its production pro- 


motion c ampaigns. 


The advertisements, four in num- 
ber, are reproductions of paintings by 
four well-known illustrators. The 
copy theme is well expressed in the 
first line below the illustration in the 
advertisement showing a flock of B-24 
and P-38 planes with the caption 


“How Do You Like "Em, Mr. Hitler?” 


The first copy line under this illus- 
The 


planes winging their way this month 


tration reads, thousands of 
to all corners of the earth are a very 
special message from the men and 
women of Alcoa Aluminum, deliv- 
ered via the plane-makers and the best 


fliers in the world.” 


Posters have been made of the illus- 
trations in 25x38-inch size, and placed 
in Alcoa plants through the enthusi- 
astic coéperation of Labor Manage- 
ment Committees in those plants. 
Members of the committees and their 
employes generally like the posters 
because they tie the employes defi- 
nitely into the war production theme. 
The employes say they like these post- 
ers better than those of a general 
character, some saying, “This is our 
message.” 

As each of the advertisements ap- 
pear they carry a line offering the 


posters free to others with all of the 


§2 


Aluminum Company of America is utilizing 
the four-color illustrations in its current gen- 
eral campaign for posters like this one which 
measures 25x38 inches. Requests for copies 
have run into thousands as result of a line in 
the advertisement offering them to readers. 
Copy space at the bottom is left blank for 
any message the users may wish to put there 


space below the illustration left blank. 
Requests for more than 10,000 of the 
blank posters have been received. 
They have come from individuals and 
companies throughout the country. 
This response has been exceptionally 
gratifying to the advertising depart- 
ment of Alcoa, which has felt that 
it was rendering a service by making 
these excellent pieces of art freely 
available to others who might place 
their own message at the bottom. 

The series of advertisements will 
appear about three weeks apart on an 
alternating schedule and the series 
will be completed before the end of 
the year. 


Credit for the art approach and 
copy theme belongs to Fuller & Smith 
& Ross, Inc., Cleveland agency. The 
series has been commented upon fa- 
vorably by Washington agencies who 
are doing 
activities. 


similar morale-building 
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Goodyear GTM Staff 
Starts Field Drive 


@ SALESMEN for the Goodyear 
Tire & Rubber Company, Akron, are 
cast in a new wartime role in a pace- 
setting program inaugurated by the 
company to preserve industrial instal- 
lations which rubber—re- 
gardless of whose products they are. 


contain 

Advertising, publicity, meetings 
and other aids are being utilized to in- 
troduce the “GTM (Goodyear Tech- 
nical Men) Rubber Products Conser- 
keyed to educating 
installations, 


vation Service,” 
American industry in 
maintenance and repair of mechan- 
ical rubber products. The service 1s 
presented entirely without charge 

The program is featured by 
items: 

1. Industrial Rubber Proc 
Conservation Manual: Complet: 
every respect, this brochure deal 
haustively with every known h 
or life-shortening factor which 
fronts hose, hose fittings, con 
and transmission belts, Plioweld | 
and fittings; how to deal with 
hazards; methods of inspection; 
plete details on repair method 
correct practices in installation 


2. Illustrated Talk: About 
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ONTRIBUTIONS 


javigation Equipment 
ut Slotting Machinery 
il Burners 

(Industrial Types) 

il Filters & Purifiers 

il Industry Equipment 
tical Inspection 
Apparatus 


per Mill Machinery 
rafin Tanks 
lleting Presses 
armaceutical Machinery 
otoelectric Counters 
hotographic Equipment 
hotographic Reproduction 
Machines 
ysiotheraphy Equipment 
lywood Machinery 
blymerization Tanks for 
Synthetic Rubber 
Industry 
ortable Electric Tools 
owder-Consolidating 
Presses 
ower Hack Saw Machines 
ower Presses 
tint-Making Equipment 
essing Machinery 
lp Refiners 
verizers 
mps © Compressors 
aching & Shearing 
Machinery 


tio Commu nication 
Equipment 

0 Direction Finders 
ilway Signa Equipment 
ages for Me, chant 
Marine 
tttifiers & Inv-=rters 
trigerators or food 
Preservatior board 
Naval vesse |. tc.) 
fing Machin. 
*ad Building lachinery 
bber Mach; ry 


Saw Sharpeners 


Searchlights & Floodlights 


Shell Finishing Machines 

Shoe Machinery 

Smelting & Refining 
Machinery 

Soldering Tools 


Spring Forming Machines 


Stamping Machinery 

Static Eliminators 

Sterilamps 

Stokers 

Stroboscopes 

Submarine Signal 
Equipment 

Sugar Mill Machinery 

Surgical Lights & 
Appliances 

Switchboards 


Tanks, Trucks & Jeeps 

Tank Traversing Devices 

Tapping Machines 

Telephone & Telegraph 
Apparatus 

Textile Machinery 

Therapeutic Lamps 

Thermostats 

Timing Devices 

Time & Job Recorders 

Transformers 

Turret Lathes 


Violet Ray-Generators 
Voltage Circuit Testers 


Walkie-Talkies 

Water Purifying 
Equipment 

Welding Equipment 

Woodworking Machines 

Wrecking Trucks for 
Army Ordnance 


X-Ray Equipment 


Etc., Etc. 




















WHAT THE MARKET 
AS CULTIVATED BY 


ELECTRICAL 


MANUFACTURING 
IS DOING NOW... 


The products of the market, with a few exceptions, are being 
manufactured in greater quantities than at any time pre- 
viously, because, basically, electrically operated machines 
and equipment are essential to the successful prosecution of 
this an industrial war . . . and an industrial war means an 
electrical war. 

Extensive reader investigations show, (1) greatly expand- 
ing production schedules of the products over on the indus- 
trial side of the market; (2) the abandonment of certain 
products, over on the civilian or home side of the mar- 
ket, in favor of the all-out production of war materiel 
or war production equipment, either on a prime contractor 
or subcontractor basis; (3) old line plants, for the first time, 
coming within the orbit of the ELECTRICAL MANUFACTUR- 
ING market because they have just gone into the manufac- 
ture of vitally necessary electrically operated products; (4) 
judicious post-war planning to facilitate the ultimate switch 
from a war to a peace-time economy. 

ELECTRICAL MANUFACTURING advertisers of metals, ma- 
terials, electrical and mechanical parts, equipment and 
finishes are, indeed, cultivating today's active market and 


storing up future goodwill and acceptance for their products. 


THE GAGE PUBLISHING COMPANY 
Publishers to Industry Since 1892 
NEW YORK, N.Y. 


1250 SIXTH AVENUE 






























TITLES now 
matic 


MEELS 


aw 
wave sOED LATER 


The die-cut, pop-up folder idea is used effectively in this mailing piece by Littleford Bros., 
Inc., Cincinnati, to remind customers they can still get kettles, although without rubber tires. 
Done in two colors on heavy stock with detachable business reply card for requesting prices 


Sales Promotion. . 





five minutes of visual presentation in 
every detail of storing, repairing, in- 


stalling, inspecting and caring for 
hose, belts and the equipment used for 
joining and fastening belts. 

3. Belt Splice and Repair Manual: 
One of the most detailed booklets ever 
prepared on repairing and extending 
the lives of all types of belt installa- 
tions, complete with directions and 
tables showing exact steps and times 
necessary for each repair operation. 

Preliminary meetings are conducted 
Men tor 


key men from industrial plants. The 


by the Goodyear Technical 
illustrated talk is presented and the 


manuals are distributed. At these 
meetings, the key men are invited to 
arrange similar meetings within their 
own plants for maintenance superin- 
tendents, foremen and others, where 
the talk and distribution of the man- 


uals are repeated. 


RETURN 


New label now being placed on all steei 
drums of Acheson Colloids Corporation, 
Port Huron, Mich., to speed up their return. 
Printed in black and is 5'/p inches square 
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House Organs 

@ HOUSE ORGANS are doing yeo- 
man service these days, and more are 
joining up. Adding to the number al- 
ready being published by R. G. Le- 
Tourneau, Inc., Peoria, Ill, is “Vic- 
by and for the employes. 
8 '5x11l-inch 


tory News,” 
It has a three-column, 
page, and the eight pages are full of 
halftones of workers, boys in the ser- 
vice, equipment on the job, and inspi- 
cartoons. “Pour It On for 
is the theme of a War Bond 


An “American 


rational 
Victory” 
Drive now in swing. 


War Workman” button with flag and 


ce ow te ee ote 


In connection with a special campaign show- 
ing how Allis-Chalmers tractors may be used 
in unusual ways to help war production, $5 
is being offered for every accepted sugges- 
tion for job short cuts and on how to make 
A-C tractors and graders give longer service 


company name is given to all who sign 
up. 

Van B. Hooper is doing another fine 
house organ for The Louis Allis Com- 
pany, Milwaukee, this one “The Louis 
Allis Sentry.” 
in a competition with a $25 War Bond 


The name was selected 
the prize. It’s eight pages, 82x11, 
printed in red and blue (flag on the 
front) on cream, dull coated stock. 


Letters from workers in the service 
and their pictures are featured unde 
“Our Buddies.” A letter to them from 
Vice-president “Ned” Allis tells what 
they are doing at the plant to help 
them. Also plenty of Louis Allis 
inspiration. 

A typical Jim Mangan job is “Mills 
Warrior” for the employes of Mills 


Novelty Company, Chicago, minus, 





NICHOL SON-MACHINISTS’ FILES 
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SWISS PATTERN FILES 
cewtites ene Toe waneey 


me a} 7 SEE. 
tdi less sba sl 4 
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Nicholson File Company has prepared +! 
by its representatives or supervisory 
of workers on the proper selection anc 
28x54 inches in size, mounted on cloth, « 
and bottom. Produced by The Whitney- 


use 
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How Advertisers Are Currently 
j Using Helpful, Informative 
Messages in American Machinist 
to Reach Production Executives 
' of War-Busy Metal-Working 


- eee - a ene ee arene 


V-Belts Vital to Victory 


. Based on the premise that one of today’s big jobs 
is to help industry get longer life out of V-Belts, 
this ad unselfishly gives advice to all users .. . 
whether they use this particular company’s prod- 
ucts or not. In a series of nine practical points, 
the manufacturer gives “Life-Saving Hints” on 
V-Belt conservation to help safeguard the “Life- 
lines of power.” Hints include how to install, 
proper tension and alignment, replacements, etc. 
Certainly a worthwhile theme . . . one that is en- 
hancing the company’s reputation for service and 
building for the future. Ad is a 2-color page, with 
small sketches illustrating points. 


Multiplying Milling Machine 
Range and Capacity 


Only those with top priority can get delivery on 
new milling machines. So this 2-page, 1-color ad 
features “Standard Attachments and Accessories 
That Multiply the Range and Productive Capacity 
of Your ————— Milling Machines.” Pictured 
and described are 4 attachments to help solve 
tooling problems. Thus a definite service is ren- 
dered to those who want to adapt present equip- 
ment to new uses. The ad also carries on the long- 
pull story of quality and service which the manu- 
facturer has featured in a consistent campaign. 


How Coolants Lick Tough Machining Jobs 


A 2-page, 2-color insert serving a multiple pur- 
pose. Page 1 gives specific solutions, through a 
“Job, Problem, Result” technique, of difficult 
cooling jobs faced by war products manufacturers. 
Page 2 features the company’s hydraulic fluid, 
lubricating oil and rust preventive . . . telling 
how each can sglve production problems. Thus 
the insert does a compact job of presenting a com- 
plete service to industry. 


AMERICAN MACHINIST 


AD-NALVISIS 





Tool Holders Save Critical High Speed Steel 


Another ad in a consistent series of black-and- 
white pages. Main theme is the saving in high 
speed steel effected through the use of these tool 
holders . . . which utilize small “tool bits” of high 
speed steel instead of having the whole tool made 
of the precious material. Secondary theme tells 
how the product speeds production. Next ad in 
the series tells how “Today’s apprentice can out- 
produce yesterday's ‘forged tool’ machinist.” 


Practical Improvements 
on Turret Lathe Operation 


Production gets another boost through this latest 
in a series of 2-color pages describing prize-win- 
ning ideas from real-life lathe operators. Ad 
describes how to save time by eliminating an in- 
dexing operation. Operator who submitted idea is 
shown at his lathe; also shown is a close-up of 
the ingenious tool arrangement. This lathe manu- 
facturer is thus helping customers get more work 
out of installed equipment. At the same time he 
is building goodwill and earning gratitude from 
users that will pay dividends for years to come. 


Conserving Stainless Steel... 
Speeding Production 


A 2-page, black-and-white ad giving lots of prac- 
tical advice. With a general block of copy devel- 
oping the need of conservation and production, 
rest of ad is broken into units telling specifically 
how to do it by checking scrap losses, physicals, 
fabricating speeds and rejects. Handy “slide 
chart” is offered, giving answers to questions on 
grades of stainless steel. This ad is the latest in a 
constructive series helping Metal-Working solve 
wartime materials problems. Readers will remem- 
ber this in post-war days. 


vall chart f If you would like an AD-NALYSIS of some other type of Metal- 
ee fe Working product to help solve a particular advertising problem, 
Te write ug and we'll try to oblige. We'll also be glad to send addi- 









tional details or tear sheets on any of the above ads. Incident- 
ally, your comments on this type of service will be appreciated. 
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ying into the intense war interest, Willamette Hyster Com- 
bany, Portland, Ore., has distributed a wall atlas of the war 
reas throughout the world. The Pacific theater is featured in 
ize 20x28 inches, and six other supplementary maps, 15x2/ 
nches, are attached in calendar pad form at the bottom. All 
Produced by Brown and Bigelow 





naps are in full color 


Sales Promotion . 


however, the cheese cake of “Spinning 





Reels.” It’s 554x8 sixteen pages 
ind cover w hich is done in light blue 
and brown. The war activities of this 
former coin machine plant are told 
mainly, and brilliantly, with pictures. 

Che Freighter,” from Freightways, 
Salt Lake City, is keeping its readers 


impressed with the need for all-out 


The eye patch the worker is wearing was 
designed by American Optical Company for 
safety directors to pass out to workers to 
give them an idea of how it feels to have 
only one eye, and remind them to be careful 
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WAR WORKER 


To identify its employes as war workers so 
they would be given prompt attention at 
filling stations and thus not be delayed among 
non-essentials, SKF Industries, Inc., Philadel- 
phia, prepared these windshield stickers. Now 
no more alibis of “Had to wait for gas” 





cooperation in the war eftort by kee p- 
ing the trucks rolling. Pictures show 
the care used to keep equipment in 
shape to prolong its life; tires are 
cared for like babies. 

The July issue of “Worthington 
New 5” 
trated record of Worthington Pump & 


Navy “E” 


carried an elaborately illus- 


Machinery Corporation’s 


Award celebration. 


Philco Corporation has issued a de- 
luxe booklet on the presentation cere- 
monies of its Army-Navy Production 
Award. Embossed, deckled, French 


fold cover, silk cord and tassel, etc. 
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AMERICAN 


METER COMPANY 


American Meter Company again issues its 
annual calendar starting with the Fall 
months, which it has found a successful prac- 
tice. Printed on a laid stock with the second 
color alternating in blue, green and rose; 
size 12x28 inches. Illustrations feature war 
equipment using American instruments. G. E. 
Hatch, New York, is the agency in charge 


With restrictions on inventories of paper lifted until Sept. 30, The Standard Register © 
pany, Dayton, O., uses this attractive red, white and blue mailing folder te urge users 0° 
tinuous forms to stock up now while paper is unrestricted and transportation is 4vé 
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wportant to You Every Day / 


billions” is a whole lot more — not counting the 
billions of dollars of textiles being turned out 
for civilian use. 

Obviously — more khaki, more overcoating, 
more socks, more towels and sheets and handker- 


chiefs — more of all the war textiles. 


Obviously — more mills running all-out, more 
textile machinery crowded to the limit, more 
maintenance jobs to be tackled, more supplies, 
more folks to be properly taken care of, more 


attention to plant protection — 


Obviously — and here’s where you come in — 
more help needed from every manufacturer who 
can in any way help textile mills with the prob- 
lems which are today confronting them — and 





to which the war-demands are daily adding. 

No fooling — this job of keeping the fighting 
forces, and civilians, properly textiled, is putting 
it up to the industry to keep its operating facili- 
ties in “apple-pie” order — is making it manda- 
tory for every mill man in any kind of a key 
job to be on the alert for every bit of help he 
can get — 

Resulting naturally in mounting reader inter- 
est in the vital reading matter and the vital ad- 


vertising matter with which current issues of 


Textile World are filled — 


And this invitation to you to explain, to this 


important industry, how YOU can help. 


The Textile Market is a “Live One” for you—and Textile 


World, with its net paid circulation at the highest mark in 


its history, is in ideal position te take your textile industry 


message to a “‘ready”’ audience; HORIZONTALLY — to the 
key mills in the different divisions of the field — Cotton, 
Woolen, Worsted, Rayon, Knitting, Dyeing, Bleaching and 
Finishing; VERTICALLY — to the key men in the mills in 
these different divisions: — it is the recognized “‘vehicle of 


communication” to the entire textile industry. Rates? 


evtile World ® 


A McGRAW-HILL PUBLICATION 


ABC 
330 West 42nd Street 


NEW YORK, N. Y. 
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Government Gives Advertising 
The Green Light 


@ THE Treasury Department is to be com- 
mended on the clarification it issued late ‘ast 
month with reference to the allowance of ex- 
penditures for advertising as legitimate items of 
expense in computing income taxes. The detail 
in which the statement was made should leave no 
doubt about this matter which has been one of 
the most perplexing confronting advertisers 
since the beginning of the war. Advertisers can 
now go ahead with plans for any reasonable pro- 
motional program. 

While previous statements from Secretary 
Morgenthau have indicated he and his associates 
are in sympathy with the cause of advertising, 
the present declaration constitutes one of the 
clearest expressions of the need for and the 
proper uses of advertising in wartime. This, 
together with statements on the subject made 
by members of the Department of Commerce, is 
reassuring to business that there are men in im- 
portant governmental divisions who have an ap- 
preciation of long range business problems. 

Now that the Treasury has led the way, it 
would be of further material help, or comfort, 
if the War Department would speak up in sim- 
ilar manner, so as to eliminate the confusion cre- 
ated by its seeming refusal to clarify its position 
with reference to paragraphs 51 and §2 in the 
now famous “green book,” “Explanation of 
Principles for Determination of Costs Under 
Government Contracts.” While these paragraphs 
(see IM, June *42, p. 72) might be interpreted 
by the eager advertiser as approving advertising 
as an admissible item of cost in contracts for 
war materiel, no one has been found in the War 
Department who will commit himself on the 
matter. And in the meantime varying experi- 
ences have been reported by manufacturers in 
negotiation and renegotiation of War Depart- 
ment contracts. The confusion exists because 
the “green book” was not an official statement 
by either the War or Navy Departments, but 
rather published through the direction of the 
War Production Board. Although the Depart- 
ments no doubt acquiesced in the matter, the 
War Department does not seem eager to clarify 
the loosely drafted statement and, apparently, is 
not affirming it in negotiating its contracts. 

On the other hand, Under Secretary of the 
Navy James V. Forrestal has gone on record that 
“The Navy Department has accepted as allow- 
able costs, under a cost-plus contract, a limited 
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amount of expenses on account of advertising in 
technical and trade journals pertaining to the 
contractor’s own industry.” It would be com- 
forting if the War Department would be at least 
that expressive. 

However, with the outlook that practically 
all industrial manufacturing will be either oper- 
ating On government contracts or not at all, a 
realistic attitude shauld be adopted on this mat- 
ter of advertising expenditures and their source. 
In other words, with the Treasury’s position now 
clarified there should be no question as to 
whether a company may advertise, so far as the 
government is concerned; the problem, if any, 
is merely whether funds will be available for this 
business activity. On that point there seems to 
be no doubt—there will be. 

It is only natural that the military divisions, 
with Congress continually pointing fingers, 
should want to buy at the lowest possible price. 
And to those whose duty is negotiating the costs 
there is only one objective, let the chips fall 
where they may. But on the other hand, no 
manufacturer is being denied a profit on the 
work he does, and the War, Navy and Treasury 
Departments do not say these profits cannot be 
spent for advertising. 

There is no reason why a manufacturer whose 
plant is all-out on war work, or nearly so, should 
not make an effort to get a reasonable amount 
admitted in his contracts for necessary advertis- 
ing. Some, at least, who have taken a definite 
stand on this point have been successful. (Here 
is a test of how much management is sold on ad- 
vertising.) Being unsuccessful in the attempt, 
however, does not preclude advertising. In most 
instances, companies engaged in war work are 
doing a greater dollar volume of business than 
ever, and while their net profits may not reach 
their desires, there are ample funds in gross in- 
come to cover a reasonable, and an effective, 
program of intelligent advertising and publicity 
to (1) help the war effort through dissemination 
of useful information and data, (2) maintain 
contact with customers and prospects, and (3) 
lay the groundwork for postwar marketing. 

Advertising has its biggest job to do today and 
the performance so far has been a creditable one 
on the. whole. So now that the Treasury has 
clarified the tax question, let the mental restric- 
tions be removed and plans for useful, purpose- 
ful, and intelligent advertising from here on bx 
drawn and placed into operation as quickly 
possible. 
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ArT blamed the delay on the Post Office, 
the War, and a Certain Circulation Clerk 
We Keep to Blame Things On. And then 
he asked, “How did you know your story is 


in today’s issueP” 
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Ive been getting telegrams and phone 
calls All Day, that’s How!” said the sub- 
scriber, “from People who want Further 


Information.” 


Does The Iron Age get Reader Response? Is it a Fast Way 
to Distribute your Know-How to help Win the War? Is it 
the Place Where Your Advertising will be seen and Acted 


pon by the Men of American Metalworking ? 


You Said It, Brother! Let your Iron Age Man Cite you 


some more Interesting Cases next time he calls. 


The Iron Age 
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PROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 


problems which will be answered in this department, or direct, if requested 





Evaluating Dollar Value 
Of Advertising 


While most of us who are engaged 
in the war production effort are not 
so much interested in accurate dollar 
and cents values for our advertising 
today, still when we return to com- 
petitive selling we probably will be 
interested more than ever before. So 
we are continuing to study all adver- 
tising costs and trying to work out 
an approximate dollar and cents val- 
ue for the money spent in an effort 
to measure the profit—at least the 
paper profit—on our advertising. We 
believe this makes us all more careful 
buyers and will always help us get the 
most out of every advertising dollar 
spent. 
on hou 


Do you have any information 
others are measuring their 

values as a matter of comparison? 

ADVERTISING MANAGER. 


We agree with you that a continual 
effort to check costs, values, and net 
profits from advertising, even if only 
on a theoretical basis, is very helpful 
advertising on a 
Many 


idvertising men have been working 


in keeping your 
worth while profitable basis. 
along these lines for some time. Some, 
ot course, are able to check on the 
basis of inquiries and resulting orders. 
All are interested in a sound method 
of checking, however, even if it is 
only on a paper basis. 

One very interesting method of 
checking magazine advertising space 
has recently been prepared by Keeney 
Publishing Company and presented in 
a booklet, “How to Prove the Value 
of Your Business Paper Advertising in 
Terms of Dollars and Cents.” I am 
sure they would be glad to send you a 
copy on request. With the coédpera- 
tion of the Eastman Research Organ- 
ization they first determined how 
many subscribers read every issue. 
Then they found out how many were: 
l. present specifiers and buyers of the 
advertiser’s product; 2. present speci 
hers or buyers of competitors’ prod- 
ucts; 3. immediate prospects not in 
either of these first two classes: 4. fu- 
ture prospects; 5. non-prospects. 
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After the check indicated a reader- 
ship of about eighty-four per cent, 
they then developed that sixty-six per 
cent of the eighty-four per cent read 
a specific advertisement. After check- 
ing further it developed that twenty- 
two per cent were customers, forty- 
two per cent were competitors’ cus- 
tomers, two per cent were immediate 
prospects, twenty per cent were fu- 
ture prospects and fourteen per cent 
were non-prospects. Then by placing 
a dollar and cents value per year on 
reaching each group, a net figure as 
to the total value was determined. 

While I can not give you the full 
story in this column, this general 
method should be of particular value 
in presenting an otherwise abstract 
picture to your sales organization or 
to management. 

Another similar but more general 
method developed some years ago sim- 
ply took for granted that the only 
other method of reaching customers 
and prospective customers was the 
salesmen, discounting the value of an 
advertisement generally with the value 
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50 PRODUCTION EXECUTIVES 





Rent be op Might mre of proves abit: capebte 
of directing (her man) 41 intemal operations of ome 
of the wertd’s largest strerett-cagiee plant. 


The Pretertoan bare 
poemetahing tanh must be re 


EXECUTIVES WANTED FOR THE FOLLOWING DIVISIONS— 


<r Fen See sun ad ee) oe een 


DODGE CHICAGO PLANT 
of CHRYSLER CORPORATION 


Division 


Realizing the wide readership of business 
papers by production executives, Dodge Chi- 
cago Plant inserted this page last month 
seeking fifty men for its aircraft engine plant 


of a personal sales call, and then went 
They first assumed the 
necessity of keeping in touch with 


to work. 


their regular market so many times a 
year through business magazines, di- 
The sales de- 


partment agreed it was desirable to 


rect mail and letters. 


have each customer and prospective 
customer receive at least six direct 
mail pieces per year and twelve adver- 
tisements. After placing a low arbi- 
trary value on the ads and a higher 
arbitrary value on the direct mail 
pieces (all much below the competi- 
tive method—personal selling) they 
arrived at a reasonable paper value. 
In other words, they would be willing 
to spend up to that amount if neces- 
sary to accomplish their purpose. 
The next step was to analyze the 
different magazines in which they 
were advertising on the basis of cus- 
tomers, prospective customers and 
non-customers, comparing each valuc 
with the cost of the space and deter 
mining whether it would pay them 
This applied to 
While 


general management and the sales de 


to use each medium. 
magazines and other forms. 


partment are often hesitant to place 
dollar values on advertising contracts 
they can usually be induced to agree 
to very conservative figures. They 
in turn are surprised to find that you 
can do your job of advertising con- 
tacting well below the figures set. 

This type of estimating is not only 
helpful to advertising men as a con- 
firmation of the soundness of their 
program, but is of particular help to 
sales and general executives who often 
look at the advertising job as a very 
abstract one, and occasionally as a 
questionable expenditure without any 
chance of a reasonable value for th 
money spent. 


Does Distribution Cost 
Too Much? 


We know you have been givi 
consideration to the subject of post 
war planning, particularly im if 
fields covered by your magazine. ! 
us it seems that distribution will 
one of the big problems—for witl 
economical and adequate distribut 
we cannot hope to sustain high p 
duction levels. 

Many governmental and industr 
postwar planners have pointed out ¢ 
high percentage of the consum 
dollar now taken by distribut 
charges. The Twentieth Centu 
Fund and its book, “Does Distril 
tion Cost Too Much?” has shown ¢ 
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“CONTRACTING” GIVES YOU 5 DIRECT FEED LINES 
TO HIGH PRIORITY ELECTRICAL BUSINESS 


ELECTRICAL DEPARTMENT HEADS In Large 
Plants—In the plants large enough to have 
their own electrical departments, Electrical 


u 








Contracting reaches the men who specify, 
install and maintain the electrical equipment. 
Total paid circulation in this group numbers 
close to 5000, and is growing rapidly. 


INDUSTRIAL ELECTRICAL CONTRACTORS— 
From the vast Ford Willow Run plant (the 
power system of which was installed by John 
Miller Electric Co., of Detroit) to the smal- 










lest conversion job, electrical contractors are 
busy doing essential war work. Electrical 
Contracting numbers among its readers 
nearly 9000 of these key men. 


GOVERNMENT—Electrical Contracting has 
strong circulation in the Army, Navy, vari- 
ous government procurement divisions, etc. 
—the men who are handling the electrical 
end of things for Uncle Sam. 


CONSULTING ENGINEERS, Electrical 
Inspectors—Consulting Engineers design 
and specify-electrical inspectors approve 
the installation. Electrical Contracting 
has many readers in both groups because 
its editorial interest bears directly on the 
work they are doing. 


MOTOR SERVICE SHOPS—These are the 
men who are keeping industrial wheels turn- 
ing by rehabilitating old equipment such as 
motors and transformers. There are over 
2000 subscribers to Electrical Contracting in 
this group, and they represent a huge market 
for materials, parts, tools, etc. 












































































@ A THIRTY-SEVEN per cent 
production increase over the best 
month to date!—July quota com- 
pleted 11'%, days ahead of sched- 
ulel—That was the result of a 
novel production drive employed 
during July by the Lindberg En- 
gineering Company, Chicago, 
builders of heat treating furnaces. 


The “Second Front” drive was 
based on the simple fact that the 
second front in the theater of war 
must begin with the production of 
second front equipment here in 
America. 


A 12 x 12-foot map of the Eng- 





A group of employes from the office and shop of Lindberg Engineering Company, 
Chicago, with one of the posters used so successfully in its “second front’ campaign 


Lindberg “Second Front’ Sets Plant Record! 



























lish Channel was placed in the 
shop. The “invasion path” was 
the production curve which ad- 
vanced with the addition of each 
day’s shipments. Daily communi- 
ques from the “Second Front 
Headquarters” reported in a semi- 
military manner the progress of 
the drive. These were varied with 
faked newspaper headlines and 
congratulatory telegrams f rom 
Uncle Sam. Sandwich _ inserts 
jingled encouraging words to the 
workers and a bonus for each day 
over the quota spurred the em- 
ployes on to record breaking pro- 
duction. 








distribution eficiency has not kebt up 
with production efficiency—although 
it stresses that modern distribution is 
much more complicated than that of 
our forefathers and therefore a defi- 
nite comparison cannot be drawn. 

Whatever the causes and whether 
conditions can be bettered, the prob- 
lem is at least worthy of our consid- 
eration. Because you and your field 
men are in close contact with distri- 
bution channels we would like to have 
your comment on a feu specific phases 
of this problem. 

1. What factors affecting distri- 
bution will be definitely changed by 
the war? 

2. What distribution trends or 
changes were noticeable just prior to 
the war? 

3. What changes in distribution 
channels brought about by the wa 
are likely to affect postwar sales? 

MANAGER. 
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We are very much interested in 
your forward thinking. Your ques- 
tions are very much to the point but 
dificult to answer. While we believe 
that with continued study and train- 
ing industrial marketing costs may 
be reduced, still the Twentieth Cen- 
tury Fund’s book, “Does Distribution 
Cost Too Much?” has to do more 
with consumer goods where the mark- 
ups are greater. 

While it is understandabie that an 
item costing 25c or 30c to make may 
sell to the wholesaler for 40c to 50c, 
to the retailer at 60c to 70c and to 
the consumer for a dollar, still the 
average person will always feel the 
urge to reduce this percentage-wise 
high cost of marketing. In the case 
of industrial products selling directly 
from manufacturers to industrial con- 


sumers, where the whole advertising 
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and selling cost may not be more than 
five to twenty-five per cent, indus- 
trial marketing costs are much less 
percentage-wise but there is still room 
for marketing improvement. 

To answer your question specifical- 
ly, no one can be certain as to what 
factors affecting distribution will be 
changed by the war. As Colonel Ayres 
points out in his “Cleveland Trust 
Business Bulletin,” we quote: 

In the area between the Don and the 
Volga the outlook for business is being 
decided. There where the great armies 
are locked in mortal combat the futures 
of governments, and economics, and hu 
man relations are being shaped, and pre 
determined, not only tor those countries, 
but for this country and for all countries 

There is some discussion about con- 
tinuing the regimentation of business 
after the war with the idea of con- 
trolling not only prices but the vol- 
ume of markets. However, there is 
no positive information available. 
There have been some efforts made to 
eliminate some units of distribution 
between the manufacturer and the 
user. However, as this has not seemed 
to improve efhiciency or cut costs in 
the one or two cases with which we 
are familiar, the effort was abandoned. 

Increased war production has 
greatly improved the manufacture, 
and increased the capacity to make 
a great many things, bringing them 
down into the price range of larger 
groups of people. It will be a tre- 
mendous problem to keep this in- 
creased capacity busy. However, 
after the last war all lines were stim- 
ulated and business increased almost 
steadily from 1919 until 1929, with 
the short but drastic dip in the fall 
of 1920. 

This increased production and 
lower cost on many products may 
drastically affect the markets of other 
products, as for example, aluminum 
and plastics may have an effect on 
steel. Great changes are taking place 
in the buying power of various income 
groups with the lower groups greatly 
increasing in buying power while 


higher income groups are having th 
real wages greatly reduced. This wil 
affect the market for many products 
The editor of INDUSTRIAL MARKETIN 
is working on additional informat 
on these problems which may 
available soon. 


American Coils Account to Tyson 


American Coils, Inc., Newark, N 
manutacturer of instrument testing © 
ment, has appointed O. S. Tyson 
Company, Inc., New York, to take c! 
of its advertising 
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Back to the Beginning 
We restate . . . from this depart- 


ment, July IM. the following 
theme for today’s text . 

The value of 7x10 white space is 
only in proportion to the average read- 
er’s expectancy of getting something 
out of it. 

What else today? What else ever? 

Let’s backtrack a moment. Did 
you ever do any field work on copy? 
Did you ever take some of your pet 
ads, past or planned, and show them 
to typical buyers for comment? 

Well, if ever you did, ten to one 
you discovered almost immediately 
that the buyer isn’t interested in ad- 
vertising per se, and his comments 
show it. They will run in a groove 
along certain fundamental points. . . 
avoidance of excessive wordage, need 
for pertinent product pictures, appli- 
cation and engineering data, etc. 

But get him talking about products 
and your buyer really begins to get 
warmed up. He’ll tell you what he 
uses—why he bought what he did— 
how it is performing—trouble he’s 
bumped into—the kinds of help he 


1eeds—and more, lots more. 


\ctually that makes the advertis- 

writer’s job very simple. He 
doesn’t have to knock himself out try- 
ing to be smart. All he has to do 
is sit down and present the facts 
about his product in relation to the 
prospect’s problems. 


Vhat could be simpler than that? 

hat’s all business paper editors 
been doing for years. And we’ve 
als c.ys sung in harmony with ABP 
“Follow the editors and you can’t 
vrong.” . 
he advertising man starts with a 
id and butter” base. From there 
1 it is entirely up to his creative 


~ 





INSERTED 


Review of Wartime 


Advertising Principles . . . Getting News 


Into Copy .. . Some New Names Receive a Nod 


advertising talent as to how he drama- 
tizes and presents his story. But the 
base must be there. Glamor is great 

. if it has guts behind it! 

This is going back to the very be- 
ginning of the text book, we know. 
But perhaps this is a good time to 
check ourselves on fundamentals. . 
these dizzy days when it’s so easy 
for us to tell the world how we are 
winning the war in our advertising. 

In fact, let’s make it this simple. The 
manufacturer has a product available 
for war industry. All right... what 
does he say? 

Morey Machinery Company, for ex- 
ample, advertises “Early Delivery 
MOREY 8” Vertical Shaper.” It then 
goes on to list “Features” in one-two- 
three order—“Precision” — “Power, 
rapid traverse feeds in all directions” 
—‘“Bijur Lubrication” —etc., etc. 
There it is for them as needs it! (See 
“Gallery.”’) 

The busy men of industry like to 


(HICK oncerine . 


(ttt ker MANUFACTURING... 


(UII ker SHIPMENT... 


e ey » 
with i i] i| ed switchgear ..here’s why 
j 
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get the facts fast. That’s why this 
Westinghouse spread makes such sense 
—‘Quicker Ordering . . . Quicker 
Manufacturing . . . Quicker Shi p- 
ment—with ‘unitized’ switchgear . 
here’s why—” On the facing page 
eight “reasons why” are listed with 
the first four buttoned together under 
the banner, “These steps save up to 
25° of Ordering Time,” and the sec- 
ond four grouped under “These steps 
save up to 20% of Building Time.” 
There’s more than enough “meat” in 
these two pages to make it our first 
winner. The nod goes to A. R. 
Finley of Fuller & Smith & Ross, 
Cleveland agency, and R. G. 
Redhead, Westinghouse. 

Reminder . . . these are great days 
for the return of “reason why.” 


Allis-Chalmers creates an interest- 
ing combination of product features 
and advice on product care in its page, 
“Open Book on Wartime Care of 


V-Belts.” Big, closeup cross-section 


instead of consuming time in selecting 
berween veretions possible with custom 
bull swachgeer 






4 You select one UNITEZED piece tor OF 
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' by checking @ simplified chert 
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HAVE YOU SEEN TAYLOR’S 
NEW ANEROID MANOMETER 
for Flow and Liquid Level ? 











NO MERCURY! NO PIVOTS! 
NO STUFFING BOX! 
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of product . .. below it four features, 


four tips. For example: 


Design-against-heat Texrope Su 
per-7's revolutionary new shock-absorb 
ing cushion contributes to cool operation 
You can fight friction and heat by pre 
venting misalignment When present, it 
subjects V-belts to rubbing on the side 

builds up heat. So keep grooves in 
line-—shafts parallel. (See “Gallery.”’) 


Celanese Celluloid Corporation bill- 
boards its product features as follows: 
“To Manufacturers Working on War 
Orders—Check these 16 Features of 
Lumarith Plastics against your Raw 
Material Needs.” 
with little 


Sixteen little panels 
sketches and very few 
words flash the features. 

Mica Insultor 


somew hat 


Company shows a 


similar treatment in_ its 


page, “From Mica Headquarters—8 

answers to your Insulation Problems.” 

(See “Gallery.” ) 
Rockbestos Products 


kind of fits here, too, talking about, 


Cor poration 


“A Six-Fingered Cable that handles 
jobs that are Hot * with a break- 
away section of the cable, component 
parts all indicated and coded, and 


numbered copy immediately below 
telling what it’s all about. (See “Gal- 


) 


More ads sticking strictly to the 


lery.” 


business of the product and its feature 
points 

United States Rubber Company's, 
“Sensitive War 
Protected from 
Shock with U. S. 
Mountings.” 


Instruments can be 
Noise, 
Rubber 
mate- 
blue- 


prints, one graph (yes, engineers still 


Vibration, 
Roy al 
Supplementary 
three 


rial—two _ illustrations, 


love them!) of “Load-Deflection 
Characteristics,” explanatory text, 
° e fe 

and a useful booklet, “How to Make 
Your Mountings and Other Mechan- 
ical Rubber Goods Last Longer.” (See 
“Gallery.”’) 

Lord 


detailed discussion, “Advanced Design 


Manufacturing Company's 
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a Teomto Canadas 


Features of Lord Mountings make pos- 
sible Efficient Vibration Control” 
which apparently is No. 3 of a series, 
and which with cross-section draw- 
ings and excellent “test” pictures puts 
a minimum strain on the wordage. 
This is one way “Tell-All” really 
works. (See “Gallery.”) 

Micro Switch 


along in much the same technique. 


Corporation rides 


“Why these basic principles of Micro 
Switch 
Switch life than you will ever need 


design assure you—Longer 

Absolutely precise and accurate 
repeat operation... 40 grams contact 
pressure lightning-fast contact 
action.” These features are shown in 
a sectional view at the top of the page, 
and the parts are illustrated separately 
in the body of the ad with compre- 
hensive captions. 

No use waiting for another winner 
when we've just bumped into Taylor 
Instrument Companies’ spread, “Have 
You Seen Taylor’s New Aneroid Man- 
ometer for Flow and Liquid Level?” 
That’s the head over the left-hand 
page—below it is an illustration of the 
new instrument—below that is main 
text which centers pretty much in 
a listing of 9 product features, num- 
Right- 
hand page registers with, “No Mer- 
No Stuffing Box!” 

break - 
Nothing 
flashy about this certainly, and al- 


bered, named and explained. 


cury! No Pivots! 
and these are pointed out in 
away section of the control. 


though we are far from being chem- 
ical engineers, our hunch is that this 
is one of the best Taylor ads yet run. 
It sounds as though it answers ques- 
tions bothering the men-in-the-field. 
Is that right, Author Carlton 
H. Davis of the Buffalo office of 
Batten, Barton, Durstine & Os- 
born? (See page 46.) 

An here’s a “hit and run” look at 
other ads still in this “product fea- 


ture” category, let’s take a peek . . 

Curtis Pneumatic’s, “You can’t 
Overload a Curtis Air Hoist!” with 
at least eight features itemized up 
near that headline. G-E Mazda Lamp’ 
outstanding picture-spread, “Why 
G-E Fluorescent Lamps ‘Stay Brighter 
Longer!’” (We fellows who often 
have no regard for words could well 
learn how to use pictures effectively 
from this ad.) Philco Storage Bat 
tery’s, “With Philco XL Batteries in 
Your Trucks—Every Charge Lasts 
10°% Longer!” which capably nails 
down the product virtues of “Greate: 
Capacity—Sustained High Voltage 
Longer Life.” J. H. Williams’ news 
page, “How and Why Williams’ 
Tools Aid War Production” which is 
crammed with useful product infor- 
mation. 


Any News Today? 

When General Electric headlines a 
Starters are 
Delivery for 


page, “These Magnetic 
Available for Prompt 
War Work”—that’s news, and well 
worth writing an ad around. Or, as 
we saw a little formula somewhere 
which would apply beautifully: 

Create news that is worth printing. 

Boil it down to essentials. 

Send it to everyone who ought 





The Copy Chasers’ 
Principles 
@ THE COPY CHASERS base 


their criticism of industrial ad- 


vertising on the following basic 

principles, which they use in 

their own daily chores: 

1, A sound sales idea—true to 
the product, penetrating, re- 
memberable. 


2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and 

make 


promising 
enough to reading 
worth while. 

Skillful copy, free from gen 
eralities, free from advertis 
ing bromides, and free from 
unbacked-up claims for su 
periority—readable, human. 


Copy expressing the prod 
uct’s qualities in terms of 
benefit to the purchaser—but 
nothing exaggerated, noth 
ing boastful, nothing th 
salesman himself would b 
ashamed to say. If necessary 
—good solid “reason-why.” 
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Do your company heads know how 
advertising can help fight the war? 


A.B.P.’s “Guide” helps advertising men and sales managers demonstrate 
the many important uses to which advertising is being put today. 


"The 'Guide' helped our company understand how we 
could do exactly what the business paper editors 
oe our to transmit useful inf - 
tion from where it is to where it is needed." 


An Advertising Manager, New York City 


WOULDN'T YOU LIKE TO HEAR YOUR COMPANY HEADS SAY THIS? 


"Business paper advertising is much more vital to our 
present and future welfare than it was in the days when 
our chief problem was simply selling! Today it is helping 
us solve four problems." (The President of a prominent manufacturing 

ncern discusses the wartime uses of advertising, as a tool of management, 
the first Supple mentt the "Guide a 

"If our advertising failed to deal helpfully with the 
readers’ problems. . if it confined itself to extravagant 
bragging about our line and our company they not only 
wouldn't read it, they would criticize us for trying to 
impose upon their time and their intelligence. We keep our 
business publication advertising useful to the readers!" 

The President of a large consumer goods manufacturing company says this, and 
iborat the int + Page 40 of the “Guide.’”’) 
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IS THE “GUIDE” USEFUL? Ask the Man Who Has Used One 


“It distinctly helps us think through the many problems facing us 
now in advertising and selling.''"—Advertising Manager, Wilmington, Del 


"Full of useful information. It is easy to read due to the manner 
in which the comments are presented. The direct and effective 
use of two and three syllable words to strike the theme is to be 
recommended as worthy of special notice." — Advertising and 
Export Manager, Les Nietos, Cal. 


“The most outstanding study we have read on the subject. 
Brief and concise, it gets over its points with the simplicity of a 
primer, and the wallop of a torpedo."’ — Head of an advertising 
agency in Philadelphia, Pa. 














\n added benefit that accrues from the proper use of this “Guide,” 

1rding to those who have used it, is the way it dispels executive 
doubt concerning the ef/ics of advertising at this time; demonstrates 
that useful adve rtising ne eds no de fenders ! 

Che “Guide” is a sound foundation upon which any advertising 
I or sales manager can base his own presentation to the men who 
pay the bills. Send for it now and you'll receive additional up-to- 
the minute case studies, free, as fast as they're produced. 






THE ASSOCIATED BUSINESS PAPERS 


PWilelitelilel mets teletiolileliel el ol¥tial-tt elt oltre, 


; p) tions devoted to increasing their usefulness r 
y fe) their subscribers relate. helping advertis 


ers get a bigger return on their investment 


VAN T ‘1. BETTER ‘ Ta) EFFECTIVE 


EXECUTIVE UNDERSTANDING 
OF WARTIME ADVERTISING! 


PSS SS SS SS SS SS SSeS ewes 










T/L ADVERTISING 





































Ree 


“WAR ALBUM” = 
141 PAGES OF PRACTICAL HELP 
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WHAT TO DO WHEN WAR NEWS 
MAKES YOU FIGHTIN’ MAD 


Many an advertising man has asked himself at some time 
since Pearl Harbor, ‘Am I kidding myself ? Couldn't I find 
something more helpful to do in the armed forces, even if 


I had to take a desk job?” 


There's a simple way to find out the answer to that one 
Richard Hayes, Advertising Manager of The Okonite Com 
pany did. He didn't start out with that problem in mind, 
= but that was one good by-product of a simple presentation 
which he made up in order to show his company heads, 
specifically and by example, exactly why they should keep 

on advertising today. 


Says Mr. Hayes, ‘I know I've worried a great deal about 
just how much our advertising was contributing to the war 
effort. After I had done this job for our executives, I found 
that we were doing much more of a helpful nature in our 
advertising than I had dreamed of. I realized, too, that 
there were still many things we could do to help.’ 


Ask the Representative of Any A.B.P. Paper to Shou 
You Mr. Hayes’ Presentation. Every publication which is 
a member of this Association has been supplied with a 
plain, homely, but accurate replica of Mr. Hayes’ presenta- 
tion. If you feel that any of your company heads do not 
understand the full significance of wartime advertising, or 
if you, yourself, question the value of your own contribu- 
tion to the war effort as an advertising man, this presenta- 
tion will very likely help you. Ask any publication man 
whose paper is a member of A.B.P. 
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Room 2776, 369 Lexington Avenue, New York City 


Plea é end Me uwswthoul obligation, my tree copy of A.B.P War 
Album, “A Guide to Effective Wartime Advertising,” including the 


first two supplements. 
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Speed your curing operation... 


Conserve vital materials... 
by using 


AQUASTATIC 


CONCRETE CURING COMPOUND 


know about it as directly as you 
can get it to them. 

When American Cynamid flashes, 
“This Plastic Is Readily Available for 
All Wartime and Essential Civilian 
Needs”—that, too, is news, and good 
news, and lives up to this little for- 
mula. Ditto Manheim Manufactur- 
ing & Belting’s, “How to Get V- 
Belts Faster!” No need to extract the 
copy of any of these, their news head- 
lines keep them smack on the beam. 

Another kind of news is ““Where- 
to-Buy,” and it’s a brand of news 
some of us (particularly where our 
distribution setup is not a simple one) 
forget. Bow low to LeTourneau, 
therefore, for listing its distributors 
from coast-to-coast in its color page, 
“Use Lefourneau-‘Caterpillar’ One- 
Stop Service for Victory—Take Ad- 
vantage of This Complete Parts and 
Repair Service to Keep Your Tractors 
and Tractor-Drawn Equipment Op- 
erating at Peak Efficiency.” 

News, well-documented by com- 
plete working fact, cooks up into a 
superb spread for the Solvents > Plas- 
tic Company. This advertisement, put 
together in editorial style, is headed, 
“Speed your curing operation 
Conserve vital materials . . . by using 
Aquastatic Concrete Curing Com- 
pound.” No editor could have 
done a better job, William King, 
Jr., account executive and copy- 
writer, Gardner Advertising 
Company, St. Louis. 

Remington-Rand handles the sub- 
ject of wood office equipment very 
judiciously, we think, in its adver- 
tisement, “The Facts about WOOD 
as an Alternate for Steel.” The touch 
Maybe there’s a 


hint here for you in these first two 


is gentle, gracious. 


paragraphs: 


You may now acquire Remington-Rand 
record keeping equipment in wood as well 


v 


as steel To a limited extent, you still 
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FACTUAL DATA ON AQUASTATIC 











RUTTER ELEC 


have a choice—depending upon your po 
sition as a producer of war material 


But choice, today means something 
more than stating a preference If you 
use steel when an alternate material will 
serve just as well, you're cheating a fight- 
ing man. If you refuse alternate prod- 
ucts merely because you prefer steel, you 
are neglecting your responsibility to main- 
tain record efhciency today—when you 
need it most 

And now to close out this little 
chapter on mews copy, we think G-E 
has a good, healthy nod coming for 
laying it on the line so handily in that 
page on “TriClad” motors, “Will you 
help to save 25% in critical materials 
by modifying your peacetime motor 
policy?” That’s a plea in direct con- 
tradiction to a former peacetime pol- 
icy recommended by G-E engineers 
and other engineers of ‘“overmotor- 
ing” as a safety factor against unex- 
pectedly heavy loads. There are many 
ways the motor manufacturer might 
try to get around it today . . . and 
only a manufacturer 
would make his plea so directly and 
in public print. The story is excel- 


courageous 


Will you help te save 25% in critical materials 
hy moditying your peacetime motor policy? 


<6 Reems of Remar Gestga meters comers ere com 


caters merges 5 slow et hy che Mapes mete one 
apeceey + thee come 


ee od 
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lently handled—emphasis on the need 
for saving critical materials—a point 
ing out how lighter motors are bette: 
today because of design improvements 
This is fine war advertising, 
R. B. Reid of the G-E apparatus 
division publicity department, 
and E. Scott Pattison, copywrit- 
er, G. M. Basford Agency. 


Take the Case Of... 

The “Case Study” technique is that 
good old reliable that demonstrates 
what the product does . . . by show 
ing who did it what for and hou 
much was accomplished. It gets 
product performance over fast 
backs it by evidence. Can you do 
any better than that today? 

Witness Black «~ Decker’s, “Gas 
Mask Production Increased 250%.” 
The case is covered by: “Black & 
Decker Scruguns cut nut-running 
time per unit from 15 seconds to a 
fraction over 4 seconds. Time saving, 
73% ... Production increase, 250°; 

.” (See “Gallery.”’) 

Sun Oil’s, “War Production—33"; 
Hours per Day! Sunoco Emulsifying 
Cutting Oil increased output 40% 

. stepped up tool life . . . improved 
finish” sings about the same kind of 
a song. Likewise Texaco’s, “Tool- 
Life Increased 25% .” Both of 
these studies are quick, convincing 
and good concentrated selling. 

Leads & Northrup utilizes another 
form of this technique in its page, 
“Machine-Gun-_ Barrels Uniformly 
Drawn by Homo Method.” This ad 
tells in editorial-style “. . . how John 
Inglis Co., Limited, giant Canadian 
munition maker, is handling this 
low temperature anneal of the barrels 
for tens of thousands of Bren, Brown- 
ing Colt and Boice guns.” Good pic- 
tures make this story easier to bite 
into. (See “Gallery.”’) 

“Dies that Don’t ‘Die Young’”’ is 
a Pennsylvania Salt case study about 
“How a wire manufacturer speeds 
output and saves by using a Penn- 
salt Cleaner.” Well-handled . . . but 
might have been a little stronger if 
the results, “Tungsten carbide dies in 
this steel mill now last 15-20% long- 
er. There is less scrap loss and ‘ess 
scratching of wire, etc.” were more 
prominently featured. 


Help! Help! Help! 

We'll give a wholesale award ny 
day of the week to that growing 
group of advertisers who pack theif 
pages with data on how to use ¢ 
product—how to make it last lonxer 
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Complete Buying Guide Covering 
Qne of America’s Largest and 
es Most Vital Industrial Fields 























us 
nt, HEATING, PIPING & AIR CONDITIONING for January 1943—a regular 
ite issue plus, and plus plenty! PART ONE 
Aside from containing a full quota of timely articles and the Journal Products Classified 
Section of the American Society of Heating & Ventilating Engineers, as 
does every monthly issue of this field-leading publication, the January book 
ie will have a DIRECTORY SECTION printed on special colored stock. 
tes The DIRECTORY SECTION lists all heating, piping and air conditioning products used in the 
Ww field, all trade names, and all manufacturers of those products. The data is alphabetically ar- 
os ranged aos displayed at right. IT IS ACCESSIBLE! 
ets Names of ALL advertisers, as they appear in the DIRECTORY SECTION, will be promi- 
| nently “dotted” (see at right), showing that information on their particular equipment is 
presented within the same two covers. 
Jo 
If you manufacture products applicable to any phase of heating, piping and air condition- 
ing work, our January issue is the ONLY place where your advertising for a whole year will 
yas be on the job when specifications are written, buying decisions made. 


& SPECIAL NEW HEADINGS TO MEET WAR-TIME NEEDS 
=. — In preparing this January 1943 issue a careful study has been made to include prod- 
wts specially developed to meet war-time needs; also the names of companies making such products. 








PART TWO 
Trade Names 





PART THREE 


Manufacturers’ Names 
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<———=The “Gallery” 


—go further—etc. We mean copy 


like 

Bakelite’s fine series on adapting its 
material to various kinds of uses, such 
as, “The Mechanical and Dielectric 
Properties and the Weight Factor 
must all conform to new specifica- 
tions when plastic materials are used 
for service in the Interna- 
tional Nickel’s seemingly inexhaust- 
ible stock of useful info, of which 
this page is typical, “Data on Proper- 
ties and Working of Free-Machining 
‘KR’ Monel.” DuPont’s helpful, 
“How to Drill and Tap transparent 
DuPont ‘Lucite’.”* Aircraft Screw 
Products’ ““How to Strengthen Alu- 
minum Threads with the Aero-Thread 
Screw System.”* John A. Roebling’s, 
“How to get the Most out of Control 

Winding’s 
“Getting the Most 
Carborundum’s 


air. 


Cords.” Universal ever- 
continuing series, 


from Winding.” 


worthy, “How to Get Better and 
Longer Service from Grinding 
W heels.’’* Detroit Tap & Tool’s, 


“How to Mill and Relieve Precision 
Threads in One Operation.” Linde Air 
Products’ (one of many helpful Un- 
ion Carbide pages speeding useful in- 
formation from those who have it to 
those who need it), “Suggestions for 
obtaining improved results in Oxy- 
Acetylene Bevel-Cutting.” Bethlehem 
Steel’s, “Tips on making wire rope 
last longer” and “How to lengthen 
the life of Hollow Drill Steel.” Oko- 
nite’s enormously helpful and com- 
plete spread, “Do’s Don’ts and How’s 
with your insulated Wires and Ca- 
that Add up to Better Service 
. . » Longer Life . . . and Savings of 
Vital War Materials.” (*See “Gal- 
lery.”’) 


Take a breath here. 


More of the same... 


bles 


G-E Plastics’ 
series for design engineers, “Design- 
ing Molded Plastics Parts: Assembly 
Devices—From the Engineering Files 
of One Plastics Avenue.” Hazard 
Wire Rope’s, “Make your Ropes Last 
Longer” and containing a pageful of 
helpful rope hints. Dayton Rubber’s, 


“Life-Saving Hints for V-Belt 
Users!”* And another V-belt manu- 
facturer, Manhattan Rubber, with 


“War 


gestions 


Manhattan’s Sug- 
Care of V-Belts.” 
S. Steel’s, “Get 
It may help you 


on Wear! 
the 
Not neglecting U. 
This Free Chart! 


solve production 


for 


war problems.” 


(Chart contains tabulation of various 
alloy steels.) (*See “Gallery.”) 
To close this classification it won’t 


hurt one bit if we remind readers 





again of the fine job done by Disston 
with its, “Disston Conservation Con- 
trol Plan” for tools and materials . 
and L. H. Gilmer for its “Gilmer 
National Power-Recovery Plan.” 

This is the kind of advertising help: 
win wars! 

People Still Read Good Writing 

Sometimes we get so engrossed in 
big problems and other things we for 
get good advertising no matter 
what it may be . . . should always be 
good writing. “How good is that 
headline?” ‘How good is that open 
ing paragraph?” Well, suppose we 
steal a look at some your Copy 
Chasers sort of thought had what it 
takes. 

Owens-Corning Fiberglas — Head, 
“The ‘pitch change’ motors that 
saved a bomber.” Lead paragraph, 
“As the big American bomber comes 
out of a cloud bank, the bombardier 
sights three Jap transports in the sea 
below.” 

Northern Pacific Railway — Head, 
“Count 20 and you’ve got a soldier.” 
Lead paragraph, “This kind of sheep- 
counting should keep you awake!” 

Allis - Chalmers — Head, “Moving 
Heaven .. . and Earth.” Lead para- 
graph, “In the bee-busy plants pro- 
ducing propellers, engines, complete 
fighting planes—Allis-Chalmers mo- 
tors and turbines keep things boom- 
ing.” 

Socony-Vacuum—Head, “Floating 
10 Tons of Steel on 3 Ounces of Oil.” 
Lead paragraph, “That patch of red 
in the picture above is just as impor- 
tant today as bombsights, guns and 
depth charges.” 

York Ice Machinery — Head, 
“Twelve Minutes from Heaven.” 
Lead paragraph, “You can get to the 
stratosphere in twelve minutes flat 
. .. without leaving the ground.” 

Corning Glass — Head, “How to 
read the future of a boiler.” Lead 
paragraph, “ ‘They'll blow to king 
dom come!’ said the experts. ‘You 
can’t weld a seam on a high pressure 
boiler without getting hidden voids 
that no ordinary inspection can d 
tect!’ ” 

International Tel & Tel — He 
“ ‘Look out, Jimmy—there’s a Zero « 
your tail!’” Lead paragraph, 
the last war the pilot’s warning cot 
only have been expressed by a fran 
dipping of the plane’s wings.” 

Consolidated Aircraft — He 
“Now we make it official . . . | 
Liberator.” Lead paragraph, ~ 
always thought of her by her U 








(pangee? 


CARPETS TO GUN BARRELS! Carrousels to landing gears! Motor cars to airplanes. Roller coasters to 
























packing cases! Toy trains to parachute flares! From coast to coast conversion of industry to 


- war production is forcing management men to buy new and unfamiliar materials and equip- 
rel ment from new and unfamiliar sources! 
be 
lat 
n 
ve 
P) f 
it 
id, 
at 
h, 
ies 
1“ MANAGEMENT MEN going into the armed services . . . into government services . . . managers 
ea 
moving up... (and some, down) .. . to new plants... to different jobs . .. Men you need to 
d, sell. Men your advertising must reach. Men who will make your market in 40-X*! 


” 


| yauge Change 


MODERN INDUSTRY is Carrying the vital information on materials, methods, labor, gov’t informa- 
d tion, needed for product changes to the men who are making them—as the men themselves move 
r- into new jobs. In 8 months, ending May 30th, MODERN INDUSTRY made 24,794 changes in its 
circulation lists because of turnover in management personnel! Except for changes made due to 
rT new subscribers, THESE ARE THE ONLY CHANGES MADE IN MODERN INDUSTRY'S CIRCULATION LISTS. 


Keep pace with the biggest, fastest-moving market on earth by joining the 235 other experi- 
enced, successful advertisers’ who are winning preference and prestige in the big, powerful 
advertising pages of MODERN INDUSTRY. 


* 40-X You should make certain that you see this presentation. 


€ MODERN INDUSTRY HONORED BY U.S. FLAG ASSOCIATION 


M DERN INDUSTRY is proud and happy to announce 
tha: its June 15th cover, showing the Flag, brought this 
te am: “PATRIOTIC SERVICE CROSS AWARDED 
MCOERN INDUSTRY AS BEST FLAG COVER 
OF BUSINESS PAPERS. CONGRATULATIONS.” 


THE U. 8. FLAG ASSOCIATION IVA @) 1D) Ex Ik q Nf 


MODI INDUSTRY, 347 MADISON AVE., NEW YORK,N.Y. 


ve YD: Union Commerce Bldg.; CHICAGO: 20 N. Wacker Drive: ‘Py \ , n 7 aQ vA , ®) EY 
i FR« ‘CISCO: 68 Post Street; LOS ANGELES: 1709 W. 8th Street; t J ~») J ay 
ILAL PHIA: 220 South 16th St.; ATLANTA: 1722 Rhodes: Haverty Bldg. 
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Army designation—the Consolidated 
B-24.” 

The New York Times—Head, 
“Geography is taking a_ beating.” 
Lead paragraph, “In the shadows of 
aircraft we are shaping a new world.” 

The Celotex Corporation — Head, 
“Who's Running this Church Any- 
way .. . Miss Endicott?’” Lead 
paragraph, “Sam Pembroke was the 
only member of our church board 
that took exception to Miss Endicott’s 
letter. He seemed to think it was a 
criticism of him—personally. Per- 
haps this was because he was chair- 
man when the church was built, two 
years ago.” 

Columbia Broadcasting — Head, 
“All Those in Favor (. ; 
full network’ at the very outset of the 
new CBS discount plan).” Lead 
paragraph, “And up went ten of the 
smartest and oldest hands in adver- 


of ‘going 


tising . . . Lever Brothers . . . General 
Motors . . . Chesterfields . . . Arm- 
strong Cork .. . Luckies . . . Wrigley 


.. « Philip Morris . 
Cocoa-Cola Camels.” 

Maryland Casualty — Head, “Na- 
ture Had the Right Idea.” Lead para- 
graph, “What the turtle lacks in 
speed he makes up for in protection. 


. Eversharp . . 


And one reason he lives so long is that 
he’s vulnerable in so few spots.” 

Boeing—Head, “Between You and 
the Rising Sun.” Lead paragraph, 
“You are looking at a silhouette that 
is fast becoming a legend . . . the 
majestic sweep of the dorsal fin of the 
Boeing Flying Fortress . . . known in 
many skies spoken of in many 
languages.” 

Armstrong Cork—Head, “Trap the 
Noise Demons (. with ceilings of 
Armstrong’s Cushiontone).” Lead 
paragraph, “It’s bad business to let 
your ofhce employes go on fighting 
noise demons. Work slows down and 
mistakes pile up as long as these costly 
nerve janglers are on the loose. But 
it’s easy to trap them with ceilings of 
Armstrong’s Cushiontone — the new 
material that puts efficient noise- 
quieting within the reach of modest 
bud gets.” 

This is a very refreshing exercise. 
Try it. Try it in the business papers. 
Try it in general magazines. In fact 

try it on your own copy! 

Joseph T. Ryerson handles a case 
study, “Sub Propeller Shafts Needed 
Quickly!” in’ newsworthy fashion. 
Says subhead, “Story of How Ryerson 
Ingenuity Saved Five Weeks.” Says 
Copy: 


Urgently needed at a distant shipyard 


84 





Sub Propeller Shafts 
Needed Quickly! 


Story of How Ryerson Ingenwity Saved Five Weeks 








were fourteen forged submarine propeller 
shafts that must pass Navy specifications 

Forgings were specified, but none could 
be secured in time 

Quickly available in Ryerson stocks 
were cold rolled bars—-the right size—but 
in five different analyses 

Navy Inspectors were skeptical. Could 
Ryerson heat-treat and assure uniform 
physicals—also furnish pull tests for each 
bar? Well, no; because the piece lett 
after the bars were cut to the needed 
length, would be too short to make a 
standard 6” test sample. A delay of five 
weeks loomed ahead 

Then Ryerson metallurgists found a 
way Inquiry revealed that the shafts 
were to be machined down at each end 
for a distance of 7”. So, why not cut a 
piece from the side of each bar, before 
machining enough for all tests yet leav- 
ing sufhcient stock for machining to size? 
The idea worked perfectly 

Copy carries on from there into 
the Ryerson story for you, the reader. 
One of the best Ryerson messages we 
have maneuvered into, this certainly 
rates the checkered flag. Good writ- 
ing, Robert C. Marley, Aubrey 
Moore & Wallace agency, in col- 
laboration with Winthrop War- 
ren, Ryerson advertising depart- 


ment. 
Boo-of-the-Month 

To those advertisers, well-inten- 
tioned or otherwise, who are so vocif- 
erously shouting, “Victory!” in their 
precious white space these days 
regardless of what is happening in the 
newspaper headlines. Lots of us can 
share this “boo,” among others, these 
customers this month . . 

Vanadium-Alloys for “Vanadium 
Alloys for Victory”—Preformed Wire 
Rope for “Some wars are won before 
they start”—New Britain-Gridley for 
“America’s Eight-Month Miracle’— 
Birdsboro Steel Foundry for “To 
Tokyo!” — Wickwire - Spencer for 


“You asked for it, Jap” (Granted 
fine illustration.)—International Sho 
for “That Headline Will Never B 
Written” (“Axis Victorious”) — 
Timken for “For Victory Uncle Sam 
—Warwick Chemical for “Unity.” 

We still say the kind of advertisin 
that does most about helping win th: 
war often, paradoxically enoug 
never mentions “war” in headline « 
copy. Like “The Care and Feeding 
of Ball Bearings” for example. 


Boost-of-the-Month 


Also a wholesale award this month 
to those advertisers, who after 
doing an informative and _ useful 
product job, are using other space 
public-spiritedly to help the war ef- 
fort. To wit: 

American Rolling Mill with “Turn 
in All Your Scrap—lIt’ll Shorten the 
War!”—Inland Steel with “Still More 
Plants Looking for War Work” (List- 
ing subcontractors) —Electric Stor- 
age Battery with “Let’s Call a Halt 
on Thoughtless Buying”—Bethlehem 
Steel with “Steel Scrap Needed Now.” 
(See page 14.) 

To sum up—a page plainly plas- 
tered with “Buy War Bonds!”’ is bet- 
ter for everyone concerned than one, 
childishly pugnacious, shouting, 
“Nuts to You, Adolf!” Carried on 
further, a page pleading, “Save Your 
Scrap for Uncle Sam” is still better. 
Brought along still further, to its 
ultimate and logical conclusion, your 
advertisement which contains useful 
know-how that only you can supply 
is still, and always will be, the per- 
fect solution. Sure give it the 
best layout and art your budget can 
buy . . . and put your words together 
with loving care. But be sure there’s 
a motor under that hood! 

THe Copy CHASERS. 


OK's Export Advertising 


A letter from John L. Sullivan. As 
tant Secretary of the Treasury, to Nelsor 
A. Rockefeller, Coérdinator of Int 
American Affairs, last month appr 
maintenance of advertising to the A’ 
ican republics to protect trade m 
good will, and position in the mar! 
Reasonable expenditures of this nat 
will be allowed as deductions in com) 
ing taxes. 


WPB Freezes 35-mm. Film 


All raw 35-mm. motion picture fh 
the stocks of commercial film produ 
was frozen last month by the War 
duction Board. The order has not 
clarified but in the industry it is presu 
that it may be possible to obtain a re 
of stock for any motion pictures “4 
are directly tied in to the war effort 
mention was made of 16-mm. film 
order 


j 
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VERTISERS in 1942 


During the first 8 months of 1942, 145 
new FACTORY advertisers, in their ad- 
vertising, gave helpful information to 
plant operating men in order to produce 
more essential equipment and supplies, 
faster. And, in addition .. . 


97. FACTORY’'S old advertisers 


(those who appeared in 1941) increased 
their space in this plant operating man’s 
“HOW-PAPER’ and are also giving these 


men more of this kind of information. 


Such outstanding evidence of increased ad- 
vertising volume emphasizes the fact that 
plant operating men are the most powerful 
buying influence under present-day condi- 
tions. FACTORY advertisers address their 
useful product messages to these men in 
order to capture a share of the available 
high-priority business . . . and to preserve 
future markets as well. 

These same advertisers recognize the 
importance of the editorial job FACTORY 


is doing. They know that the urge to read 


* 


FACTORY 


MANAGEMENT & MAINTENANCE 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street. New York, N. Y. 
AkC ABP 




























the useful, authoritative and timely articles 
in it is identical with plant operating men’s 
interest in manufacturers’ products. Both 
stem from the desire for new ideas, sugges- 
tions, and methods. That is why the catalog 
service sections of FACTORY, during the 
past 12 months, produced reader requests 
for an average of 2,000 catalogs, bulletins 
and folders per month. 

With the editorial leadership which FAC- 
TORY enjoys among its ever-increasing 
reader following, it is only natural that 
advertisers find it profitable to capitalize on 
the buying influence of these men. You, too, 
may find it to your advantage to include 
FACTORY on your advertising schedule. 


Here's Help on “WHAT TO SAY” 
to Plant Operating Men! 


32-page booklet, packed with 
more than 50 examples of how 
to key your advertising to the 
war production problems of 


you cam KEY peer 


wnat 
wg plant operating men. Handy 


charts, valuable data. Reserve 
your copy. Mail coupon 
TODAY! 








FACTORY, 330 West 42nd Street, New York, N. Y. 


Send me a copy of “HOW TO KEY YOUR ADVERTISING 
TO THE MANUFACTURING INDUSTRY’S PRESENT DAY 
NEEDS!” 


COSTES HES EEE HERE ED EEE HEHEHE TEESE SESE EEE 
COOH HEOEHE Heer ees EEE eee teeEEHeeEeEeeEEEsesesesesese 
COPS eee EHH HEHEHE EEE HEHEHE HEHEHE S SHEE EEEEEE 
COOH EHH HEHEHE HEHEHE EEE EEE ETOH EHSE EEE HEH ESEEE 


ADVERTISING VOLUME FOR AUGUST ISSUES OF INDUSTRIAL, TRADE. 


AND CLASS PAPERS 


Unless otherwise noted, all publications are monthlies and have 


Pages 
1942 1941 


Industrial Group 
Aero Digest 3 137 
Air Conditioning & Refrig- 
eration News (w) (1144 
x16) 122 
American Builder & Build- 
ing Age 86 
American Machinist (bi-w) 292 
American Wine & Liquor 
Journal 24 
Architectural Forum 90 
Architectural Record 57 
Automotive & Aviation In- 
dustries (bi-w) 88 
Aviation 176 
Bakers’ Helper (e.0.w.)...||f109 +124 
Brick & Clay Record *20 *18 
Bus Transportation 55 
Ceramic Industry *35 
Chemical & Engineering 
News 46 
Chemical Industries ...... 54 
Chemical & Metallurgical 
Engineering 154 
Civil Engineering 23 
Coal Age 75 
Construction Digest (bi-w) 47 
Construction Methods (8% 
x12) 75 
Cotton 101 94 
Diesel Power & Diesel 
Transportation 38 43 
Diesel Progress (8'/x11).. 46 40 
Electric Light & Power... 64 59 
Electrical Contracting .... 64 61 
Electrical South 19 14 
Electrical West 48 47 
Electrical World (w) 165 161 
Engineering & Mining Jour- 
nal 138 203 
Engineering News - Record 
(w) 192 168 
Factory Management & 
Maintenance 271 219 
70 53 
116 99 
26 28 
41 47 
Heating, Piping @& Air 
Conditioning 58 
Heating & Ventilating. ... 25 23 
Industrial & Engineering 
Chemistry 87 
Industrial Power (444x6%) 79 79 
Iron Age (w) l| 
Laundry Age 44 


standard 7x10-inch type page 
Pages 
1942 1941 


Machine Design 99 
Machine Tool 


(414x612) #206 


Machinery 197 
Manufacturers Record .... *32 
Marine Engineering & 

Shipping Review 106 
Mechanical Engineering... 31 
Mechanization (413/16x 

75/16) 45 
Metal Finishing 42 
Metal Progress 77 
Metals and Alloys 70 
Mill & Factory 154 
Mill Supplies 87 
Modern Machine Shop (414 

x61/y) 2 210 
National Petroleum News 

(w) |64 71 
National Provisioner (w). ||/98 100 
The New Pencil Points... 52 51 
Oil & Gas Journal (w) (9 

x12) | *201 *197 
Oil Weekly (w) |t*128 *126 
Paper Industry and Paper 

World 48 
Paper Mill (w) lft 72 
Paper Trade Journal (w). *91 
Petroleum Engineer 75 85 
Petroleum Refiner 
Pit & Quarry 
Power 
Power Plant Engineering. 

Practical Builder (10x15) 

Printing 

Product Engineering ..... 

Products Finishing (44x 
64) 

Purchasing 

Railway Age (w) |§t180 

Railway Purchases & Stores 98 

Roads & Streets 

Rock Products 

Southern Power & Industry 

Steel (w) 

Telephone Engineer 

Telephony (w) 

Textile World 

Tool & Die Journal (4%x 

MA) 

The Tool Engineer 
Water Works Engineering 

(bi-w) 

Water Works & Sewerage. 
lding Engineer 
Western Construction News 


Pages 
1942 194 


Wood Worker 47 45 


Woodworkng Digest (4! 
*57 #51) 


9161 7787 
Trade Group 
American Artisan 37 
American Druggist 58 
American Exporter 154 
Boot & Shoe Recorder (w) ||*104 
Building Supply News... . 30 
Commercial Ear Journal.. 116 
Domestic Engineering .... 52 
Farm Implement News 
(bi-w) 44 

Hardware Age (bi-w).... 77 
Jewelers’ Circular-The Key- 

103 

63 
Motor Age 54 
Plumbing & Heating Jour- 

21 


*34 
Southern Automotive Jour- 
nal 28 41 
Southern Hardware 38 35 
Sporting Goods Dealer... 35 42 
Wine & Liquor Retailer... 26 28 


1074 1219 
Class Group 


~92 77 
American Funeral Director 33 35 
American Restaurant .... 35 48 
Hospital Management .... 25 24 
Hotel Management 34 38 
Industrial Marketing 60 59 
Modern Hospital 95 73 
Nation's Schools 13 21 
Oral 
7 3/16) 97 85 
Restaurant Management... 25 32 
School Management (91x 
1134) 17 15 
Trafic World (w) 72 t79 
586 
§Includes special issue. *Includes clas 
sified advertising. |Last issue estimated 
}Five issues. ¢Three issues. 


NOTE: The above figures must not be 
quoted or reproduced without permission 





Business Advertising 
Up 12.9%, in August 
@ BUSINESS PAPERS continue to 


carry an ever increasing volume of ad- 
vertising. The volume in August issues 
was 12.9 per cent greater than in sim- 
ilar issues a year ago, and for the first 
eight months of 1942 the gain has 


: been + per cent. These figures are 


based on reports of 119 publications 
included in the above tabulation. 
The industrial papers account for 
most of the gain registered for the en- 
tire field, although the class group has 


been going ahead of last year’s expe- 
rience by a slight margin. The eighty- 
nine industrials in the tabulation re- 
ported 17.6 per cent more business 
for August issues this year than those 
of a year ago, which brings their score 
for the period to date up to a plus 


22g per cent. 444 
The trade or dealer papers weakened 


again in August after having a turn 
for the better in July. August volume 
was off 11.9 per cent from last year, 
and the first eight months showed a 
loss of 14.4 per cent. This is based 
on reports of eighteen papers. 


The class or service publications 
made a 2.05 per cent gain in August 
but still trailed last year’s total by 
6.06 per cent, according to the figures 
of twelve publications. 





Connell Transfers to Fibre Conduit 


The Fibre Conduit Company, Orange 
burg, N. Y., has announced the appoint 
ment of James R. Connell as _vice-p 
dent in charge of sales. Mr. Conne! 
signed as a partner in charge of the ! 
York office of Kebbon McCormich 
Company, New York, to join the | 
Conduit Company of which he has ! 

a member of the board of directors * 
1939. 
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IMPORTANT NOTICE: vt 
ERRATA 


Inthe advertising volume story at the bottom of page 88 in the Septem- 
ber, 1942, issue of INDUSTRIAL MARKETING, the percentage of 


gain of all papers for the first eight months of 1942 should read 6.6 
per cent instead of 15.8 (7th line first column). The percentage of gain 


of the industrial papers for the first eight months should read 11.2 per 
cent instead of 22.6 (last line in second paragraph). 
Will you please make these corrections in your copy so as to avoid 


errors in use of these figures? Thanks. 
























AVIATION EQUIPMENT 
ESTABLISHES ITS 
ADVERTISING EFFECTIVENESS 


A NEW AND UNUSUAL 
CERTIFIED AUDIT (c.p.a)~ 
JUST COMPLETED, 
DEFINITELY PROVES 






NIN 


er sOEING WIN THE 






FIGHT FOR ALTITUDE 













































\ aut corroRraTion * tw waeaae, connceticet THE TOP NOTCH CALIBER 
VIATION EQUIPMENT has had its remarkable growth, | 
ter one year in the field, for four basic reasons: 0 F 0 U R READ E RS ® 
Because we developed the unique editorial approach... 
production information only ... that appealed to the “super- THESE ARE FACTS: 
super-busy” men whose job it is to produce planes. 
Becau: > we proved the amount of coverage we gave of these A We are getting inquiries for 
* top executives. (See our CCA Audit). « advertisers. | 





And now—we PROVE that these top executives ANSWER the These inquiries (at the rate of over 


* advertisements. (Ask for our new C.P.A. Audit) ** BR 3,000 a month) are coming from 
top executives in the field. 






Finally, but best of all, they answered these ads with gratify- 
* ing orders. [ These inquiries result in produc- 


* tive orders. 









at further proof can we give you. ..AVIATION 
QUIPMENT is your first choice ...if you want results ee TT 
the aviation industry. (C.P.A.) available on request. 






ING ITS VERY FIRST YEAR OF PUBLICATION, AVIATION EQUIPMENT 
CARRIED THE ADVERTISEMENTS OF 171 LEADING INDUSTRIAL 
ERNS PLACED THROUGH 103 RECOGNIZED ADVERTISING AGENCIES. 


HAIRE PUBLISHING COMPANY, Inc. ‘A 
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Trend 





marketing procedure, 


A review of conditions within industries which influence industrial 


written by editors of business papers 





Meat Packing Industry to 
Get Equipment Priorities 

@ ALTHOUGH the meat industry's 
contribution to the war effort has not 
made as many headlines as have more 
dramatic wartime industrial develop- 


ments, packers have been doing a re- 


markable job in helping to feed our 
own armed forces, our allies, and 
American civilians. They face an even 
greater task in months to come when 
hog slaughter and meat production 
will be the largest on record. 

Among some of the major achieve- 
ments may be listed the preparation 


“Concerning 


Export 


Advertising 


Copy” 


FREE! “Concerning Export Advertising Copy” 
is the title of another new booklet which the 
publishers of the *B. P. I. C. specialized export 


magazines offer to send you free, on request. 


When sending for your copy also ask for a free 


copy of the booklet “What Export Advertisers 


Are Saying,” if you haven’t received a copy. 


Every one interested in export advertising copy 
should have both booklets. 


“BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


{Affilieted with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 


330 West 42nd Street, New York City 


Publishers of — INGENIERIA INTERNACIONAL—CONSTRUCTION Edition, INGENIERIA INTER- 
NACIONAL—INDUSTRIAL Edition, THE AMERICAN AUTOMOBILE (Overseas Edition), EL AUTO- 
MOVIL AMERICANO, EL FARMACEUTICO, The BUYERS GUIDES for Overseas Automotive Dis- 
tributers (Published annually in separate English and Spanish editions), and The Latin American 
BUYERS GUIDES fer CONSTRUCTION and INDUSTRY (Published annually in separate editions, 


beth editions in Spanish). 


INDUSTRIAL MARKETING, September, 


of 1,370,883,000 lbs. 
743,529,000 Ibs. of lard for lend-lea 


shipment by the FSCC between March, 


1941 and July, 1942; supplying ¢! 
product for the high-meat ration 
the growing American army and co 
Sperating with the Quartermaste: 
Corps in the development of waste- 
free, space-saving boneless beef and 
Army lard; invention of a refrigers 
tion-less method of shipping pork 
overseas, and a shift in the focus of 
the industry’s nationwide meat ad- 
vertising campaign from merchandis 
ing to nutritional education. 


One of the most interesting trends 
(and one which will have important 
effect on postwar trade in meats) has 
been the enormous expansion in pro- 
duction of canned meats. Of the total 
pork bought by the FSCC during the 
March, 1941, to July, 1942, period, 
754,146,000 lbs. was in cans. During 
the calendar year 1940 the meat in- 
dustry’s total output of canned pork 
for domestic and export sale was only 
282,235,000 lbs. During 1940 the 
total production of all canned meats 
was 755,399,000 Ibs.; in 1941 it was 
1,161,012,000 lbs. and in the first 
five months of 1942 totaled 816,439,- 
000 Ibs. 

Packers believe there is plenty of 
meat for all and are sure the meatless 
days of World War I can be avoided. 
Production will be heavy during late 
1942 and early 1943, but demand will 
be heavy also; as a result, there may 
be temporary and local shortages in 
some localities. These would probably 
not occur were it not for the influence 
of greatly increased consumer pur- 
chasing power, price ceilings, and gov- 
which have a 


normal 


ernment buying, 
disrupt the 


distribution structure. 


tendency to 


Recognizing the complexity of the 
present meat situation, as well as its 
importance to the war effort, farmers, 
packers, retailers, and consumers, the 
Food Requirements Committee of the 
War Production Board recently an- 
nounced a coordinated overall pro- 
gram to forestall meat rationing 1 
which meat supplies would be ailo- 
cated to different regions of the coun- 
try, price ceilings adjusted t> stimu! ate 
flow of meats into shortage areas, and 
government meat purchases would be 
allocated among packers. 


Although the meat industry’s ed 
for specialized equipment and mat: ‘al 
is probably greater than can be °uD- 
plied under present restrictions, \’ ?B 






of pork and 






































HE November, 1942 issue of Screw Machine 

Engineering—the Annual Production Num- 

ber—will contain the most complete infor- 

mation, involving the use of Production 
Machines, Tools and Materials ever published in 
the largest numerical metal parts producing in- 
dustry—the screw machine industry. 


Actual stories, indicating the unusual progress in 
attaining the greatest production this industry has 
ever reached, will be fully illustrated with photo- 
graphs and sequence of operation blue print 


layouts. 


It is the only special issue of the year—and it is 
Special from cover to cover. It is an issue in 
which every manufacturer of machines, tools and 
materials devoted to production should be rep- 





resented. 


&, 
Reservations have already been received from 
advertisers who are desirous of securing excellent 
* positions. There is no increase in rates even 
though there will be additional circulation. 
v 


Keep the large industrial army of key screw ma- 


\) 


\ 2A ‘ é chine men informed of your products through 
F Ne R s advertising in the only publication exclusively 
———_ directed to the screw machine industry—Screw 
‘ 4. Machine Engineering. 


\e 


Additional information will be sent promptly. 


‘ SCREW MACHINE PUBLISHING CO., INC 
“ 45 Exchange Street, Rochester, New York 
a a 

M : E eg Mg 

















is reported to be clearing the way for 
granting relatively high priorities on 
capital equipment for rendering, re- 
frigeration, and power production so 
that the industry can take care of the 
huge volume of livestock to be mar- 
keted this fall and winter.—Epwarp 
R. Swem, Editor, The National Pro- 


visioner. 


Substitutes May Stay 
Put in Chemical Field 
@ CHARTING trends for the many 
industries that make up the chemical 
processing field while they are in the 





midst of a war and one of the big- 
gest expansions ever witnessed in their 
history, is a task more suited to a 
prophet than to a chemical engineer. 

The main trend at the moment, if 
it may be designated as such, is sim- 
ply more of everything. If, as is 
often the case, the equipment for pro- 
ducing that “more” can’t be bought, 
one adapts the equipment on hand— 
there will be time for replacement 
when peace comes. 

One other trend, which was be- 
coming stronger during pre-war days 
before it was brought to a rushing 


In All Engineering and Construction Fields 





WHO 
are the 





924 





They are the men who are specifying and buying your 
products in all branches of wartime construction. They 
are the leaders or future leaders in all fields of civil 
engineering. They are the men whose influence counts 
most—the men who must be reached first by your 
informative advertising. 


92.4% of the qualified men who apply are accepted for 
membership in the American Society of Civil Engi- 
neers. Applicants are chosen, not from the masses, but 
from the top men. The 92.4% who make the grade 
represent the active engineering market for your 
products. 


Today these men need up-to-date product information. 
The fastest and most consistent way to reach them with 
your message is through the pages of the one magazine 
which they rate highest and read first—their own 
publication. 


A SELECTED 
AUDIENCE OF 
SPECIFIERS 
AND BUYERS 


V 
EN GINEERIN G 


ap§ 4h h 
WN ed of 


am 


Wie Vin, 


pian 


Civil Engineering - 33 West 39th Street, New York, N.Y. 
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climax as the nation began to arm, 
was production on a huge scale. To 
cite: production of one commodity, 
which had a favorable, climbing, rate 
of consumption, was suddenly ac 
celerated far and above the wildest 
imaginings of management—pushiny 
the tonnage available in the United 
States to a point where ordinary mor 
tals would be discouraged about gut 
ted postwar markets and excess plant 
capacity. Those who follow chemical 
science are probably not ordinary mor- 
tals because instead of being down- 
hearted, downright happiness exists. 
Those expert in the field see the ex- 
pansion only as a stroke of good for- 
tune which has sped the clock for- 
ward some twenty years. Every en- 
gineer in that field thinks now in 
thousands of tons where formerly he 
thought of pounds. 

One other important field is the 
designing of processes and equipment 
to obtain maximum _ controlability 
and production. Keep your eye on 
this as a postwar outlet as many new 
ideas in construction and equipment 
will be tried then. 

Few people appreciate that Amer- 
ican business and life is due for tre- 
mendous upheavals and the years now 
facing us may see whole fields of en- 
deavor completely changed and 
new revolutionary enterprises started 
through the utilization of the new 
things created by the chemical proc- 
ess industries. 

War developments, brought into 
being by the necessity of replacing 
natural products with synthetic sub- 
stances, are not temporary. There is 
a distinct feeling in the chemical 
world, that, among other things, rub- 
ber, natural drugs, and the fabrica- 
tion of metal for its many uses ire 
things of the past; and that feeling 
is based on the confidence that the 
products of the chemical industries 
will be superior products. That con- 
fidence foresees synthetic tires that 
wear longer, new drugs that cure 
quicker, and substances cheaper and 
superior to the useful metals of to- 
day. And when it comes to translat 
ing ideas and dreams into realities the 
chemist has never been surpasse 
F. J. VAN ANTWERPEN, Assoc 
Editor, Industrial and Engine: 
Chemistry. 





Metals Account to Buchanan 


Buchanan and Company, New 
has been appointed to handle the a 
tising for Reynolds Metals Com; 
New York 
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a CONTENTS OF EBR 
ow Electrical Buyers Reference is an industry cata- The Manufacturers’ Briefalog Section pro- 
log and directory. The Classified Directory, in- vides the manufacturer with a_ vehicle for 
en- cluding all known manufacturers of electrical reaching the men responsible for the specifying 
ad and allied products, is completely revised annu- and requisitioning of things electrical. Briefalog- 
ally. Product listings by company, give manu- ing is a modern method of cataloging. It incor- 
ted facturer’s name, address and trade names. No porates all factual, directive data necessary to 
- effort is spared to make the directory complete intelligently compare, select, specify and buy. 
e and accurate. 
C- 
EBR SERVES THIS WAR GROUP 
1to U. S$. Navy Department u Ss. Army Air Corp U. S. Army Signal Corp 
Bureau Yards and Docks Headquarters Offices Headquarters Offices 
ng Bureau of Ordnance Purchasing and Céntracting Offices supply Stations 
- Navy Yards Air Fields Procurement Districts 
ib- Torpedo Stations Material Div. Signal Depots 
Submarine Bases Air Base Headquarters 
is Training Stations U. S. Military Academy U. S. Engineers 
Alr Stations U. S. Army Ordnance Division Engineers 
cal Atsevatt Factories Headquarters Offices United States Engineer Offices” 
Supply Depots Arsenals Engineer Procurement Districts 
ib- ee Grounds Chemical Warfare Service ao pp Offic 
Ste ene Laboratories Army & Navy General Hospital ase — es 
“a- a yer U. S. Army Medical Depots War Production Board 
— Supplies and Accounts Ordnance Depots w. P.B 
are — on anny A Proving Grounds Purchases Division 
. peratin ases 
ng _ (Publi Works Officers) U. S&S. Army Quartermaster Corp Bureau of Priorities 
: U. S. Naval Academy Headquarters Offices Power Branch 
rhe Supply Offices Manufacturers Unit of Power Branch 
U. $. Marine Corps Divisional Depots British Admiraity Delegation 
"1eS Headquariers Offices Motor Supply Depots , 
Barracks . Post Quartermasters Naval Stores Div. 
m- — U. S. Army Fortifications Royal Canadian Air Force 
at pot of Supplies Area Engineers Works and Building Directorate 
' EBR takes your story to the top priority buy- men who can’t make as many calls as they used 
' Se o EER list-building efficiency assures your to. 5. EBR offers the inside track to buyers seek- 
—_ alog going into the hands of new and un- ing mew suppliers. 6. EBR provides coverage of 
—. rs. 3. EBR Briefalogs save time and army, navy and other government agencies . . . 
- me ey « ostly, eleborate catalogs that aren't today’s biggest buyers. 7. EBR helps land 
in aed lay. 4. EBR Briefalogs keep a foot ‘‘secret’’ business . . . gets behind the scenes on 
- ¢ doo: always ready to substitute for sales- important war contracts where buyers can’t talk. 
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Delivered-Price Systems 


ing plants having higher mill prices; 
while a higher mill price at one manu- 
facturing plant, conversely, contracts 
its pricing territory, with correspond- 
ing increase in the pricing territories 
of surrounding plants having lower 


mill prices. 


If a manufacturer reduces the mill 
price at its manufacturing plant be- 


low the level of the mill prices of 


surrounding plants, therefore, to ex- 
clude outside manufacturers from its 
natural freight rate territory or other- 
wise, the surrounding manufacturers 
are necessarily compelled to reduce the 
mill prices at their own manufactur- 
ing plants by a corresponding amount 
in order to prevent the loss of a part 
of their former pricing territory to 
the pricing territory of the first man- 
ufacturer, with the inevitable conse- 
quence that lower mill prices result to 
all the manufacturers. 

manufacturer 


If an_ individual 





Now ~«.» WHEN MILL EXECU- 


What Help Are You Giving Them? 


TIVES ARE PLANNING THE 
SOLUTIONS OF PRODUC- 
TION PROBLEMS — SO IN- 
TENSE IN THE PULP AND 
PAPER MANUFACTURING 
INDUSTRY, INVOLVING 
THE USE OF NEW MATE- 
RIALS FOR EQUIPMENT 
AND PROCESSES — 





Never in the history of pulp and paper making have the production 
and buying problems of the Industry been so serious and intense. 
Information relative to products, services and supplies is needed in 
greater proportion than ever before. Shortages, allocations, deliveries, 


priorities, substitutes . . . all these have been disturbing factors. 

The men who run the mills want to keep posted on affairs in the 
Industry. They look to recognized mediums for substantial news. 
That’s where The Paper Industry and Paper World supplies the link 
between user and seller. 


Month after month, it brings exclusive educational, practical articles 
of material benefit to its readers. It is the only ABC monthly serving 
the Industry, and it is edited by a staff conversant with mill problems 
and practices therefore, its news is in tune with the present 
emergency. It offers closer contact with the men in the mills because 
its circulation penetrates all departments from top executives pro- 
gressively downward to skilled workers. 


You cannot afford to keep vital information about your products from 
the men who use, buy or specify. This is no time for retrenchment. 
Informative advertising is needed in abundance. 


The Paper Industry and 
Paper World supplies the 
most direct route to this im- 
portant market. It is 
vehicle that taps the buying 
power. Plan now to be repre 
sented in the forthcoming 
issues. 








wishes to increase its own mill price 
on the other hand, especially if to a: 
arbitrary high level, it may be de 
terred by the fact that its own pricin 
territory will be correspondingly re 
duced in favor of the pricing terri 
tories of surrounding manufacturers 
unless these other manufacturers 
equally increase their mill prices. A 
loss of pricing territory by a manu 
facturing plant, whether by decrease 
in the mill price of another manufac- 
turing plant or by increase in its own 
mill price, may be considered undesir- 
able by it because of the resulting 
necessary absorption of the mill price 
difference on shipments into the terri- 
tory lost. 

To eliminate the effect upon com- 
petition of the economic advantages 
in freight rates inherent in the geo- 
graphic location of the various manu- 
facturing plants in the industry, a 
manufacturer group controlling the 
preponderant proportion of the indus- 
try may adopt or maintain a deliy- 
ered-price system. 

A delivered-price system consists of 
a system of prices under which the 
delivered cost to a purchaser, whether 
title passes at the shipping point or at 
the destination point, may well reflect 
an arbitrarily determined or artificial 
freight to the destination point. The 
system is in sharp contrast to an 
“f.o.b. mill” pricing system, the only 
other type of pricing system, under 
which the delivered cost to the pur- 
chaser, whether title to the goods 
similarly passes at the shipping point 
or at the destination point, reflects a 
uniform mill price and the actual 
transportation costs. 

A pricing method that appears in 
form a delivered-price system may be 
in substance an f.o.b. pricing system, 
such as in the case of sales at delivered 
prices reflecting in every sales trans- 
action a uniform mill price and actual 
transportation costs; while a pricing 
method that appears in form an f.o.b. 
pricing system may be in substance a 
delivered-price system, such as in the 
case of sales at a certain price f.o.b. 
mill, with full freight allowed. 
both varying — mill 
prices and varying freight rates, the 


Reconciling 


two principal factors determining the 
delivered cost of goods at the destina- 
tion, a delivered-price system m 
adopted or maintained by the 

in undoubted preference to an 

mill pricing system as the pricing 
mula more effectively  elimin 
varying freight rate advantages 
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Bf ves 


4 i over the country thousands of building 


material salesmen are contacting over a MILLION consumer 
and contractor customers at home—on the job—or at build- 
ing material headquarters (lumber yards to you!). When Mr. 
Consumer asks, "'l want to make a few improvements on my 
home—what products would you recommend?" it may be 
your competitor's product that the salesman tells him about, 
simply because his knowledge and his enthusiasm about it 
have been maintained through his trade paper. 


BUILDING SUPPLY NEWS has the largest circulation among 
lumber and building material dealers of any magazine in the 
buildine field—I 1,900. A survey of the readership of BUILD- 
ING SUPPLY NEWS made by an independent agency shows 
that in addition to the 11,900 owners and managers of retail 
yards, it has an average of 3.7 extra readers per copy— 
salesmer, 
yardmen—who have a sales contact with the public. This 


ma that BUILDING SUPPLY NEWS has approximately 
930 + 





bookkeepers, estimators, foremen, countermen, 


ders who can influence the sales of your products. 


Here, fo 


he taking, is a great untapped reservoir of sales 


ony here are the men who can make or break your prod- 
Ucts at to 


point-of-sale—upon whose knowledge of your 






Whose Products 


ARE THESE 55,000 
BUILDING MATERIAL 
SALESMEN SELLING? 





product its 

successful turn- 

over largely depends. 

The fact that you can tell 
and sell your product story to 

55,930 retail salesmen in the advertising 

pages of BUILDING SUPPLY NEWS can make 

it a tremendous selling force at ridiculously low cost. 
Remember, these salesmen are handling over 100 different 
commodities and sometimes several brands in each commod- 
ity. What they are saying about your products depends on 
how well they remember your sales story and how much they 
are sold on your product. It's simply good business for you 
to take no chances, but to continue to keep these people 
enthused and informed through the most economical and 
practical means you have in reaching them—the advertising 


pages of BUILDING SUPPLY NEWS. 
* 


Buitpinc Surety News 


The Publication with the Sales Power Circulation 
CHICAGO 


"Photograph Courtesy The Barrett Co. 
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competitive factor from the industry 
price structure. 

Delivered-price systems consist of 
various types, each with its own pric- 
ing formula for determining delivered 
prices. 

Under the “single basing-point 
pricing system,” a leading production 
center is arbitrarily selected as the 
basing-point, the simple sum of the 
price at this basing-point and the 
freight rate to the particular destina- 
tion point determining the delivered 
price at such destination point. 


With 


pricing 


the “multiple basing-point 


system,” several leading pro- 


duction centers are arbitrarily selected 
as the basing-points, the lowest com- 
bination of basing-point price and 
freight to the particular destination 
point determining the delivered price 
at such destination point. 

Under the “freight 
pricing system,” all producing points 
are considered by the group as basing- 


equalization 


points, the lowest combination of mill 
price and freight to the particular 
destination point determining the de- 
livered price at such destination point. 

The “freight application system” 
makes the delivered prices to certain 
marketing areas common to all pro- 


SAE Journal Aids 
Aircraft War Production 


SAE Me2mbers Set The Pace — SAE Journal 


Keeps Them Informed 


Since 1916 when the SAE and 
the Society of Aeronautical Engi- 


neers merged into one Society, the 


SAE has taken a leading part in 
aeronautical engineering. 


Today SAE members are taking 
the offensive on this vital war 
assignment and, with support from 
the aeronautical industries, are co- 
ordinating many important stan- 
dardization projects as one of their 


main activities. 

The SAE Journal aids this offen- 
sive by publishing in full the cream 
of aeronautical engineering papers 
— giving complete reports of SAE 
meetings — and interpreting the 
news related to the impact of war 
on the automotive and aeronautical 
industries. 


ADVERTISING FORMS 
CLOSE 15th OF EACH MONTH, 





SAE Journal 


published by 


Society of Automotive Engineers 
29 West 39th Street 
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ducing points—determined by th 
lowest sum of the mill price and th 
arbitrarily determined transportatio: 
charges or “freight applications.” 
With a “regional zone pricing sys 
tem,” the delivered prices, reflectin; 
a generalized basing-point price and 
weighted average transportation costs, 
are uniform at all destination points 
throughout a given zone. 


, 


Although the manufacturer group 
may thus prescribe the pricing for- 
mula for determining delivered prices 
to be used by the individual manufac- 
turers, the prices at the basing-point 
or basing-points, or in the regional 
zone or zones, the freight applications, 
and the regional zone boundaries may 
be determined by the manufacturer 
group, the predominant manufacturer 
as the price leader, or the individual 
manufacturers themselves. 

Whatever the type of system, the 
effects upon purchasers, dealer or in- 
dustrial, may be uniform non-com- 
petitive, arbitrarily high, and highly 
discriminatory prices. 

Supplementing the uniform use of 
a delivered-price formula by the in- 
dividual manufacturers, the group, to 
ensure the necessary uniformity in de- 
livered prices, may engage in certain 
These further 


activities include refusal to sell f.o.b. 


ancillary activities. 
mill, use of an all-rail rate basis for 
the freight factor, compilation and 
of a common freight-rate 
of uniform freight 
tables, the use of uniform “extras” 
and schedules, control 
of the resale prices of manufacturer- 
distributors and jobber-competitors as 
well as of simple dealers, and policing 


circulation 


book, the 


use 


“deductions” 


of the operation of the whole deliv- 
ered-price system. 

{In the next article of 
Mr. Sage will discuss the legal limitat 
upon the activities of a manufact 
group maintaining a delivered-price sys 
tem as imposed by the Sherman Act, the 
Federal Trade Commission Act, a! he 
Robinson-Patman Act. ]} 


this series, 


ons 


irer 


F. H. Lindus Moves to West Coas! 
F. H. Lindus, who had been ha: 


advertising assignments for the 17 
Roller Bearing Company in Cant 
for the past year, has returned 

sales department of the companys 
division and is now located in t 
Francisco branch 


Hygrade Sylvania Changes Nam: 


Hygrade Sylvania Corporation, 


Mass., prominent industrial ad 
and manufacturer of incandescent 
radio tubes and producer of flu 
lighting, has officially changed it 
and is now known as Sylvania 
Products, Inc 
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: STUDY IN COVE 





ther 
re The coverage of magazines... like that of umbrellas . . . varies consider- 
or 
and ably. 
rate . . 
re When you want to cover the executive audience, NEWSWEEK does the 
as” job most efficiently. 
trol 
er- NEWSWEEK is the one magazine that is not too large—and not too 
Ls small. It deserves the No. 1 spot on your media list. 
ing 
iv- NEWSWEEK has the largest concentrated readership among executives in 
ii business, industry and government of any magazine. 
ons 
rer With more than half a million circulation . . . it reaches more execu- 
the tives per advertising dollar than any other publication. 

That’s why— 


Now it’s... 
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[CONTINUED FROM Pace 25] 


Blackhawk’s Campaign 


dition—with the correct packing slip 
enclosed.” 

Copies of the “We Want to Buy” 
and “We Want to Sell” sheets go to 
Blackhawk’s field 
managers. Hal Goehrig, Blackhawk’s 
V. P. in charge of sales, told his men: 
“The S.A.S. Brigade will not work at 


its best if it must stand on its ow n 


corps of district 


two feet. It needs flank movements, 


scouting action, 


reconnoitering and 


’ 


backing from you men individually.’ 
Perhaps the most important cog in 
the machine is the field man, whose 
personal acquaintance with his terri- 
tory’s problems makes him a first class 
commando in getting the job done. 
Several of these field men (notably 
Fred M. who several 
states out of the Twin-cities) had 
operated organized, private shunting 


Pierce serves 


procedures before Pearl Harbor. 
In addition to performing a plus- 
service to help win the war—the 


Blackhawk S.A.S. campaign helps to 


PLANS Are Being Made NOW 
For Post-war Public Work 


Wit the highest 


needed for winning 


buyers of material and equipment. 
they buy now is what they will 


counties are preparing plans now for 


priorities today are ' 
the war. cities and counties are still big 
But more important than what 


buy after the war. 


given to products 


Cities and 


a large volume of construc- 


tion that will be released after the war to take up unemployment. 


Therefore this is the time to advertise your peace time products 


for inclusion in that big construction program. 
WORKS because it deals editorially with jobs the aver- 


PUBLIK 
age city, county or army 


provide Ss j 


engineer! 


Engineers like 


meets in his own work. It 


wn alert and authoritative background for your advertising. 


DON’T OVERLOOK THIS WARTIME MARKET 


foday army camps and internment centers offer a high priority 


market for many of the 


' 
cities and counties 


same products 


usually purchased by 


All purchases are not made in Washington. 


Even Repair and Utility Officers in the camps have authority to 


certain 


make 
much as $5,000.00. 


purchases—on 


spend up to $5,000.00 on their own authority. 
boosted soon to $20,000.00. 


this will be 


exempt 
All District Repair and Utility Officers can 


stations amounting to as 
It is likely that 


PI BI It WORKS also 


overs this important section of the market where immediate sales 


can be made 


ceived by us since February 
engzineets 


advertise in 


When you 


Write today 


for 
latest CCA statement. 


4% of the inquiries for product information re- 


have been from U. S. Army 


PUBLIC 
WORKS you reach both the present 
and future market for your products. 


1498535 Co 


PUBLIC WORKS 


310 East 45th Street, New York. N.Y. 
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accomplish the following _ benefits: 

1. Distributor relations are stimu 
lated by an active, purposeful contac 
from the manufacturer, in the absenc 
of peacetime 
paigns. 

2. A field man has something ob 
jective to deal with on each call—a; 
contrasted with the usual agenda of 
helplessly explaining the delivery pic 
ture to the distributor and joining 
purposeless 
weather. 


merchandising cam 


discussions of war and 


3. Obsolescence is licked now, 
“when there is a demand for any sery 
iceable product, rather than after- 
armistice when distributors’ hidden 
stocks can throw a postwar merchan- 
dising campaign for a thirty-yard loss. 

In scores of cases, Blackhawk suc- 
ceeds in shunting stocks which a dis- 
tributor would ordinarily want to 
hold for his own customers’ future re- 
quirements. But when the story is 
told to him (how some other distribu- 
tor needs a certain jack or tool to keep 
a customer on the job of making vital 
war equipment) —the _ distributor 
yields his inventory promptly, and 
without any opportunity for personal 
recognition or profit. 

Aside from the material benefits— 
the big thrills in the $.A.S. campaign 
come from this constant, day-after- 
day proof that the American distrib- 
utor, a typical business man, places 
service to country above personal self- 
ishness. 

Yes, while both have their appeals 


—patriotism still rules over profits! 


Meldrum & Fewsmith Advance 
Kroening; Add Husted 
Clifford A. Kroening has been elected 


vice-president in charge of creative work 
for Meldrum and Fewsmith, Cleveland 
Mr. Kroening had been an account execu 
tive for the firm for the past seven years 
H. Husted, for the past seven years 
doing agency and industrial advertising 
work, has been appointed to the cop de 
partment of Meldrum and Fewsmith 


King Heads Sales of GE Apparatus 
W. R. King has been placed in charge 


of all activities in connection with the 
promotion and sale of motors, 
and other electric apparatus to the ma 
chine tool industry, General Electric 


pany, Schenectady, N. Y. Mr. Ki: as 
been a member of the machinery nu 
facturers section of the industrial d rt 


ment since 1936 


Hendershot Replaces Cavett 


Norman |]. Hendershot has replaced 
Charles D. Cavett as advertising ma r, 
Rogers Diesel and Aircraft Corp: 
Mr. Hendershot had been assistant er 


tising manager, Royal Typewriter m- 
pany, for seven years. Mr. Cavett has 


joined the copy staff of Pathe New 
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= to cover 
the industries of the country without 
Southern Power and Industry is like 
sending out a salesman without his pants 
—the national books provide so little cov- 
erage of the South and Southwest. Southern Power 
and Industry has approximately three times the paid 
circulation in the 19 southern and southwestern 
states of any other power and industrial publication 
—practically as much southern circulation as all of 
them put together! 


And you certainly don’t want to neglect the indus- 
trial South. Power used in the South is showing 
greater increases than in any other section of the 
nation. The South’s peacetime deficiency in plant 
capacity is being overcome by wartime demands— 
and practically all expansion is designed for future 
peacetime development of the South’s great re- 
sources. 


Be sure your industrial advertising reaches this fast- 
growing market—provides adequate coverage. 








































Since 1935 Southern Power 
and Industry has shown a 
gain of over 200% in adver- 
tising. Here is proof of 
Southern Power and Indus- 
try’s recognition by adver- 
tisers. 









A W.R.C. SMITH Pudiication 


+ . 
GRANT BUILDING ATLANTA GEORGIA 


Al 


COTTON . SOUTHERN AUTOMOTIVE JOURNAL 
ELECTRICAL SOUTH + SOUTHERN HARDWARE 








so Publishers of 










































[CONTINUED FROM PaGeE 27] 


Salvage Campaign 


gan to pile up from the first day on. 

Interest in the drive is being sus- 
tained by the printing, once a week, 
on time-clock cards, of a brief message 
in behalf of the war on waste. And 
by a special two-page insert in our 
monthly house organ—‘“The Miller 
Torch.” Six weeks after the drive 
was launched—we had collected 371,- 
424 lbs. of scrap. 
indication that we will exceed our 


And there is every 


quota of 1,250,000 lbs. of scrap set 


“Cetting out on time™ is an absolute “ 
with weeklies. Here are two leaders for whom 
we have been performing in A-l fashion 
“The Canner™ and “Hide and 
ind a monthly,” 


for years 
Leather and Shoes.” 
ers Journal,” tops in its field, too 


“Dear 
Busines 





must” 


Brew- 


s Paper 
Publisher...” 








for the balance of the year. If every 
other plant in the country—large and 
small—does as well, Uncle Sam will 
get his 10,000,000 tons of scrap all 
right. To do it doesn’t require a 
large expenditure of money. Our 
campaign cost under $300. 

There’s another angle—a very im- 
portant campaign. 
From the beginning we have stressed 
not only the need for salvaging waste, 
but at the same time the need for 
Scrap salvaged has 


angle—to our 


avoiding waste. 
to be reclaimed before it can be put 
to use in war production. But, by 














HAT you probably need right now is a printing plant that 
can take your editorial and advertising copy and put it 
into publication form that will make your competitors sit up 


and wonder how you do it: 


. the sort of plant that can handle a lot of the detail 
you've been afraid to relinquish to others; 


. that can give you surprisingly quick service, even next 
morning delivery of your Convention News when the gang’s 


in se ssion. 


Ours is the plant that can do these things! 


Here at WNU many leading trade periodicals— including 
weeklies, monthlies and year books, as well as convention dail- 
ies—have found that good printing, out-on-schedule printing 
and reasonably priced printing are one and the same. 


We'd like to tell you about the 35-year development of our 
Publication Department, and how we work with, not just for, 
publishers and editors. It may prove an eye-opener. 





PUBLICATION DEPARTMENT 


WESTERN NEWSPAPER UNION 


HAYmarket 6100 . . . 210 S. Desplaines St., Chicago 


102 


peaen Ween os s&s Oe e's Cecsscvesene 


WEGEEEME 2 tcc eo ALL IN ONE PLANT 












avoiding waste, less demand is made 
on our store of materials which cin 
go immediately into war production. 

And—get this! By inculcating in 
our employes the abit of avoiding 
waste, we are contributing substan- 
tially to great economies in the regu- 
lar operation of our plant. 

We shall be glad to send to any- 
body desiring them, copies of our 
tabloid 
pledges, salvage brigade membership 
cards, reproductions and details of 
our W.O.W. bulletin board, and our 
monthly “W.O.W. News” 


newspaper, participation 


inserts. 





[CONTINUED FROM PaGeE 31] 


War Bond Drive 


this day, twelve out of seventeen de- 
partments had reached the 100 per 
cent mark and the company as a whole 
was ninety-three per cent subscribed. 

Subscriptions still came in during 
the succeeding two weeks, bringing 
the company’s percentage closer to 
100 per cent. 
prepared in red, white, and blue for 


Individual posters were 


the departments possessing a 100 per 
cent membership in the drive. They 
were placed in conspicuous places in 
the departments. These read “The 
Department subscribed 
100°, to the Payroll Deduction 
Method for Buying War Bonds.” 
Each department is entitled to keep 





its poster as long as new people com- 
ing into the department become sub- 
scribers to the Payroll Deduction Plan 
within four weeks after their entry 
into the particular department. We 
now have 100 per cent subscription. 

The plans for this drive were con- 
ceived and executed by J. Wanek, 
sales promotion manager, and_ the 
writer. 


Polar Oil Compound to Clean 
Steel Surface Electro Plates 


A polar oil has been announced dy 
the Chemical Development Laboratory, 
Curran Corporation, Malden, Mass., © 
remove salt acid touch of human fingers 
water, ink, grease, and dirt from t ew 
steel surface electrotypes and plat: The 
oil also deposits a thin film of tpre 
ventative compound on the sur! 1or 
plates that must be stored, which y be 


removed before actual use 





Woolley Made Promotion Manager 


Roi Woolley has been appointed pro 


motion manager of Food Indust und 
Chemical & Metallurgical Eng: ing 
He has been associated with M<Graw 
Hill Publishing Company since I‘ and 
succeeds J. W. Robertson who res! J to 
join The Griswold-Eshleman C iny 


Cleveland agency 
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Converting the House Organ to War Service 


@ THE HOUSE organ, or company 
publication, is one of the most effec- 
tive tools available for use in labor- 
management programs to increase war 
production and condition employe 
morale. Most of the employe publica- 
tions are doing this job well, but for 
those editors who don’t seem to be 
able to find themselves on this task, 
the August issue of “Stet,” house or- 


gan of The Champion Paper and Fibre 


To SELL rx 


RADIO INDUSTRY 


TELL 7 


RADIO ENGINEERS 


6800 


NET PAID 


8120 


INCLUDING 
STUDENTS AND 
DISTRIBUTED COPIES 








> *? 
ENGINEER ~~ _ 
can be reached most effectively by advertising in the Proceed- 


ings of the I.R.E., official publication of the Institute of Radio 
Engineers—the organization of key technical men in the industry. 


Company, Hamilton, O., carries a 
very helpful article on this subject. 
In connection with the article were 
the following editorial ““don’ts” as ex- 
pressed by a cross section of editors 
doing wartime morale-building jobs: 
1. Don’t be afraid to broaden your 
editorial scope—give more attention 
to general morale-building _ stories 
without groping for a company hook- 


up. 


THE RADIO INDUSTRY IS BUSIER TO 
DAY IN FULFILLING WAR CON 
TRACTS THAN IT EVER WAS IN PEACE 
TIME MANUFACTURING. IT IS A 
TECHNICAL INDUSTRY, AND THE EN 
GINEER IS THE QUALIFIED BUYER 
WHO MAKES THE PURCHASE — OR 
SETS THE SPECIFICATIONS FOR THE 
PURCHASING DEPARTMENT 


PROCEEDINGS CIRCULATION 


ed 


PROCEEDINGS 


The Basic Magazine 
of Radio Research 
and Engineering 


A MONTHLY 
PUBLICATION 








OF THE [-R-E 


The Institute of Radio Engineers 
330 West 42nd Street 
New York, N. Y. 


WILLIAM C. COPP— National Advertising Manage 
SCOTT KINGWILL 
Central States Representative 


228 North La Salle St. 
Chicago 


ME. 3-5661 


DUNCAN A. SCOTT & COMPANY 
Pacific Coast Representative 


Mills Building 445 Western Pacific Bldg. 
San Francisco Los Angeles 


2. Don’t overlook the fact that 
while wartime regulations have killed 


many a story, the war has created 
many new ones. 

3. Don’t abandon a good story be- 
cause regulations won’t permit you to 
have a photographer in the plant. De- 
velop the story internally from a copy 
slant; support it with pictures taken 
outside. And don’t forget that the 
War, Navy and other departments in 
Washington can give you good pic- 
tures, on short notice, to support al- 
most any yarn. 

4. Don’t overlook the news angle 
of women in your plant. Women 
workers offer cover possibilities, ma- 
terial for centerspreads, possibilities 
for hobby stories, interviews, human 
interest stories. 

5. Don’t forget that the editor's 
job has enlarged vastly. His is no 
longer only a welding job between 
management and employe; his is a 
job of selling all his readers on all-out 
effort. , 

6. Don’t let your publication main- 
tain a peacetime pace. Make it lively 
and readable. You can’t build morale 
if people don’t read the medium you're 
trying to build it with. 


Sowersby Transferred to Detroit 


P. C. Sowersby, assistant advertising 


manager for the General Electric Lamp 
Department at Nela Park, Cleveland, has 
been transferred to the company's Micl 
igan Division, Detroit Mr. Sowersby 
will specialize in the advancement 
wartime lighting designed to 
production of war goods manufactured 
in the Michigan industrial area. During 
his eleven years with G-E, he has been 
active in radio sales, publicity, and in 
dustrial advertising. 


increase 


Raiser and Cotton Receive 
New Advertising Appointments 


Victor N. Raiser has been appointed 
as advertising manager, World Petroleum 
New York. 

Willard R. Cotton, 
Automotive News, has been ! 
Western manager, World Petroleum 
Diesel Progress, Sugar, and E! Mune 
Azucarero, with offices in Chi 


formerly wit! 


' 
Tel 
ppointed 


Steel Account to Rickard 


Rickard and Company, I: 
York agency, has been appointe 
charge of advertising for A. R 
Company, Inc., New York, nat 
tributor of steel. Industrial p 
direct mail will be used. Bur 
lenbach is the account executi 


Moule with Republic Aircraft 


Tom Moule, formerly account 
with Ralph Wolfe & Associates 
is now sales manager, Republi 
Products Division, The Aviatio: 
tion, Detroit. Mr. Moule is a 
dent of the Industrial Markete 
trot. 
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EXACTLY THE TYPE of SALES- 
SPARKING RETURNS DESIRED 


To run “Know-How” Ads in 
PRODUCT ENGINEERING? 


,.. M4 SUMMERILL 
TUBING COMPANY! 





“ 


oa P od 


a whale of a job for Summerill. 


f—8 The clean-cut ad you see here is 
one of a series in Product Engineering doing 





pre 


Mec zx 
‘CRAWHMBEL PUBLICATION 


very month an individual case history is 
tured, showing how Summerill has aided 
nanufacturer by developing a type of 


jy to solve his material problem. 


‘SULTS? Let J. P. Dods, Summerill Sales 


ich Engineer, tell you: ‘We received 

inquiries of exactly the type desired. In 
the inquirer has said, ‘If you can make 
pe of tubing indicated in your copy, can 
roduce what we want as shown in the 
ed drawing?’ ” 


ther words, the door is opened wide by 
10 mean business . engineering ex- 
2s who have the say-so in specifying 
‘ts. Furthermore, a very large percent- 

these inquiries come from engineers 











with whom Summerill previously has had no 


direct contact. 


You have in this another example of tan- 


gible benefits achieved through consistent, 
helpful advertising in Product Engineering .. . 
your low-cost contact with industry's key men 
who design and specify for today’s and to- 


morrow’s markets. 





poterel eevee tisies 


TODAY'S 


PRODUCT 


DESIGN 
PROBLEMS 





ABC ¢ ABP 


NEW! The second edition of 


What Mechanical Designers Want 

In Advertising Copy Today” is 
ready for- you. 32 pages of un 
edited comments by engineers on 
problems they face today-—plus 
suggestions on how your advertis- 
ing can help them 


SEND FOR YOUR FREE COPY 


TODAY PRODUCT ENGINEER- 
ING, 330 W. 42nd St., New York 






P oa 


CERIN GF 
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PRODUCT ENGINEERING 


330 WEST 42nd STREET, NEW YORK, N.Y F 


a¢ 
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ib Re ce 
ITED FORE DESIGNERS OF MACHINERY AND MECHANICAL EQUIPMENT» * yf i | 


j 
J 


Industrial 
expositions 








Sept. 14-16. Advertising Specialty Na- 
tional Association, Chicago 1426 G 
St., N.W., Washington, D. C 


Sept. 14-17. Track Supply Association, 
Hotel Sherman, Chicago. Rm. 2218, 59 
E Van Buren St . 


15-17 


Chicago 


Roadmasters and Mainte 
nance of Way Association of America. 
Sherman Hotel, Chicago. 332 Dearborn 
Station, Chicago 


*Se pt 


Sept 21-23. Controllers Institute of 
America, Palmer House, Chicago. No. 1 
E. 42nd St., New York 


Sept. 27-30. Super Market Institute, St 
Louis 45 W 45th St . New York 


Sept. 28—Oct. 1 American Institute 
of Accountants 55th Annual Meeting 


and Business Show, Palmer House, 
Chicago. 13 E. 41st St., New York. 


Oct. 4-6. American Bankers Association, 
Detroit. 22 E. 40th St., New York. 
"Oct. 4-7 
nal Association, 
Hotel, Philadelphia. 

New York 

Oct. 4-7. Mail Advertising Service Asso- 
ciation, St. Louis. 1005 Park Avenue 
Bldg , Detroit. 

Oct. 5-7 National Stationers Associa- 
tion, Palmer House, Chicago. 740 In- 
vestment Bldg., Washington, D. C. 

American Oil Chemists Society, 

% Artmour & 


International Municipal Sig- 
Benjamin Franklin 
8 E. 4ist St., 


Oct. 7-9 
Drake Hotel, Chicago 
Co., Chicago 

Oct. 12-15 Mail Advertising Service 
Association - International, Baltimore. 
1005 Park Avenue Bidg., Detroit. 

Oct. 12-16. American Hospital Asocia- 
tion, St. Louis. 18 E. Division St., Chi- 
cago 

Oct. 12-16. 24th National Metal Con- 
gress and Exposition, War Production 
Edition, Cleveland. 7301 Euclid Ave., 


Cleveland 





From the 600,000,000 tons of coal to be 
produced this year will flow the power 
. . « the guns, ships, tanks, planes and 
bullets necessary for final victory. 
MECHANNUAL, the book of mechani- 
zation progress, is THE authority in 
mine management and on operating 
technique. 

The key executives who annually purchase 
and continuously use this book are basi- 
cally responsible for the spending of the 
$250,000,000 for supplies and machinery 
necessary for the production of 600.- 
000,000 tons of coal. 

The coal industry offers both a war-time 
and a peace-time market of huge vol- 
ume. Investigate it and the publications 
that offer the most effective and com- 
plete coverage of it. 


~The Book of 


PUBLISHED BY 


MECHANIZATION, INC. 


MUNSEY BUILDING. WASHINGTON D C 














Associat 


*Oct. 12-16. The Wire , 
300 Main 


Carter Hotel, Cleveland. 
St., Stamford, Conn 
Oct. 15-17. Federation of Sewage W. 
Association, Cleveland. 22 E. 40th 

New York. 

Oct. 18-21. American 
Congress, Cleveland. 
St., Chicago. 

Oct. 20-22. American Railway Bridge 
Building Association, Hotel Sher: 
Chicago. 

Oct. 25-29. National Lubricating Grease 
Institute, Roosevelt Hotel, New Or 
leans. 498 Winspear, Buffalo, N. Y. 

*Oct. 27-29. 31st National Safety Con- 

& Exposition, Sherman Hotel, 

N. Wacker Drive, Chi- 


Public .W. 
1313 E. 60t 


gress 
Chicago. 20 
cago. 

Nov. 9-13. 
New York. 
York 

Nov. 10-13. National Association of Ice 
Industries, Sherman Hotel, Chicago 
1706 L St., N. W., Washington, D. C 

*Nov. 24-29. National Chemical Exposi 
tion, Hotel Sherman, Chicago. 110 N 
Franklin St., Chicago 

Nov. 30-Dec. §. National Exposition of 
Power and Mechanical Engineering 
Grand Central Palace, New York 

Dec. 28-30. American Marketing Associ- 
ation, Cleveland. School of Business, 
Indiana University, Bloomington, Ind 


1943 


Northwestern Lumbermen’s 
Minneapolis Auditorium, 
710 Foshay Tower, Min- 


National Hotel 
221 W. S7th St., 


Exposition, 
New 


Jan. 19-22. 
Association, 
Minneapolis 
neapolis 

Feb. 3-5. Lumbermen's 

Auditorium, 


A. Long Bldg., 


Southwestern 
Association, Municipal 
Kansas City. 501-4 R. 

Kansas City, Mo 


*Indicates change in date or plac 


For York Ice Machinery 
Joseph E. Moody has been ap} 


manager of industrial relations, Yor! 
Machinery Corporation, York. Pa 
is a new division which has beer 
lished in the administration of York, 
Mr. Moody will have charge of all pl 
of industrial and personnel relatior 

Before coming to York, Mr. Mo« 
been plant manager, Hat Corporatio: 
America, South Norwalk, Conn., to: 
years, and previous to that, personn 
ager of the same company 


Expect Record Attendance 


at Wartime Chemical Show 


[he National Chemical Exposit: 
be held Nov. 24-29 at Hotel 5 
Chicago, has made arrangements 
attendance of approximately 20,00 
all sections of the country The ; 
the second to be sponsored by ¢t! 
cago section of the American © 
Society. 


Sensenderfer Transfers to 


“Transport Topics” 
E. S. “Doc™ 


Sensendertfer, ad’ 
manager, United States Asbestos | 
of Raybestos-Manhattan, Inc., M 
Pa., for many years, has resigned 
come advertising manager of T 
Topics, official publication of the 
can Trucking Association, Was! 
D.C 
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4.410 13,381 7,458 


Hotel, 
’ Administrative Executives Engineers Production Men 


tel, 


























ee Who Read 
hi igo 
os O NeaQas 
in clr 
“Ind. 
3,049 
writs A laborious stencil-by-stencil analysis . . . a meticulous Purchasing Executives 
Min- personal investigation in automotive and aviation 
saa plants . . . show that more than 35,000 influential men 
or in these great industries read AUTOMOTIVE and 
Bldg., Aviation INDUSTRIES regularly. 
4,410 are Administrative Executives. 
13,381 are Engineers. 
7,458 are Production Men. 

~— 3,553 are Sales Executives. 

._ 3,049 are Purchasing Executives. 





2,034 are Service Executives. 


2,034 
1,493 are Miscellaneous (Libraries, associations, Service Executives 


eal etc.). F 7" 
y had ‘ 


Practically every reader of AUTOMOTIVE and 
Aviation INDUSTRIES—including many of those in the 
"Miscellaneous" classification—either buys or influ- 
ences the buying of products and equipment used in 
the plants of the two great industries this publication 
serves, in war and in peace. 





That constitutes an audience worthy of your careful 
1,493 
Miscl. (Libraries, 


consideration. 
associations, etc.) 


AUTOMOTIVE ne’ CLecceteon MDUSTRIES 


A CHILTON Publication @ Chestnut and 56th Streets, Philadelphia, Pa 






INDUSTRIAL MARKETING, September, 1942 





NAM Issues Checklist for 
Postwar Planning 


The National Association of Manufac 
turers is urging management to analyze 
research facilities, distribution and adver 
tising plans, in order to prepare a prac 
tical postwar program fn an effort to 
stimulate consideration of postwar plan 
ning, NAM has distributed a checklist to 
eight thousand members, and _ recom 
mended that a special committee be ap- 
pointed in each company made up of en- 
gineering, production, sales, and research 
executives to assume the responsibility for 
postwar programs 

Among the observations and sugges 
tions set down by the NAM are the fol 
lowing 

l No company is too small to carry 


on or participate in research and devel- 
opment work in order to develop new 
products, new materials, and new designs 
to be introduced after the war is over. 

2. Prepare a sound sales, sales promo- 
tion, and distribution program to imple- 
ment a sound research and development 
program joined with a program of in- 
creased productivity and lower cost to the 
consumer 

3. Maintain for the duration at least 
a skeleton sales and service force which 
can be quickly expanded after the war. 

4. Maintain an adequate advertising 
program adapted to the present situation 
and stressing the proper use of products: 
the experience of the last war proves that 
those companies which kept their names 
before the public during the war fared 
best in the postwar period. 





‘leased by a 





Day and Night 
Operation 


You will find upon 
vestigation that we 
preciate Catalogue, Pu 
lication and Genera! 
Printing 
and that our ervice 
meets all demand 

will be glad 

solve your printing 


requirements 


associated problems 


Our SPECIALTIES 
CATALOGUES 


ther Credit 

BOOKLETS 
HOUSE ORGANS 
PRICE LISTS 
FLYERS 
PROCEEDINGS 
CONVENTION 

DAILIES 


ALSO GENERAL 
PRINTING 
requiring the same equip 
ment and facilities to 
produce 


TYPESETTING 
Linotype, Monotype, Lud- 
low, Hand. 

PRESSW ORE 


The usual and unusual, also : 
Color presses. The largest tomers to 
and most economical plating 


Because of 
ment 


Because of 


rs 


One of the largest, mest eff'cient and completely 
equipped printing plants in the United States 


NATIONAL AND LOCAL 


Catalogue « Publication - General Printing 
ONE OR MORE COLORS 
ARTISTS @ ENGRAVERS @ ELECTROTYPERS 


Make a Printing Connection with a Specialist and a Large and Reliable Printing House 


(Inquire of Dun Bradstreet Inc or 


Agencle 
PUBLICATIONS Bank, Ch 


Proper Quality 
up-to-date equip- 
ind best workmen iry—-we use the type once 


cause of repeat 
1lways pleased 
of a dozen or 

ersons or firms 
placing 


Printing and Adver- 
tising Advisers 
We advise in determining 
methods for economical 
production. If you want 
copy and illustrations pre- 
pared for one issue of 
printing or an advertising 
campaign planned we as- 
sist in securing catalogue 
compilers advertising 
writers, artists, designers, 
illustrators, proper agency 
> service, counselors or any 
other assistance requested 


Use NEW TYPE for 


CATALOGUES, 
ADVERTISEMENTS 
AND GENERAL 
PRINTING 
We have a large battery 
of type casting machines 
and with our system—hat 
ing our own type foun- 


wind Financial 
H t 


and =First 


Illinois. ) 


National 


only, unless ordered held 


Quick Delivery by customers for future 
Because of Automatic machin- 
ry and Day and Night service 
Right Price 
superior facilities 
and efficient management. We have @ lerse pumber 


editions. We have all 
standard faces and spe 
cial type faces will be fur- 
nished if desired. 
CLEAN LINOTYPE 
AND MONOTYPE 
FACES 


~ Linotype and Monotype 


Satisfied Customers machinns and Gap ose te 
Our large and growing business is the hands of expert oper 
because of satisfied customers, be- 
orders. We are 


ators We have the stand- 
urd faces and special type 


faces furnished if desired. 
jive the names 


more of our cus- GOOD PRESSWORK 


contem We have a large number 
wf up-to-date presses—the 


orders 
usual and unusual, alse 


printing 


BINDING with us 


The usual and unusual, also 
machine gathering, ma- 
chine covering, special 
trimmers. Special Folders, 
Unusual Wire Stitchers. 
Sewing Machines The 
largest and most eco 

nomical 


MAILING 


If desired, we mail your 
printed matter direct from 
Chicago-—the central dis 
tributing point 


Don’t you owe it to your- 
self to find out what we can do 
for you? 
Consulting with us about your 
printing problems and asking for 
estimates does not place you 


under any obligation whatever. 
Let Us Estimate on Your Next 
Printing—The LARGE and the 
SMALLER ORDERS 


(We are strong on our Specialties) 


color presses and our 
pressmen and feeders are 
the best. 


BINDING AND 

MAILING SERVICE 
With our up-to-date un- 
usual folding, gathering, 
stitching and covering ma- 
chines, the facilities of 
our binding and mailing 
jepartments are so large 
that we deliver to the post 
yffice or customers as fast 
as the presses print. 


5. So far as possible utilize the ; 
war distribution system in the marketing 
of new products, except where lower 
tribution and service costs can be put into 
effect through establishment of more 
cient distribution and service methods 

6. The distribution of used equipn 
and machinery after the war is over 
be a national problem as well as a prot 
lem of each individual manufacturer, 
each should give the matter careful att 
tion. 

7. Develop products and adaptat 
of present products to make them actu 
suitable for foreign distribution; conti 
to cultivate the good will of foreign 
tributors even though it may be impos 
sible to supply them at the present time 

In addition to the current material re 
special subcommittee, the 
NAM has assigned the study of broader 
considerations involved in postwar plan 
ning to a groun headed by S. Bayard Col 
gate, chairman, Colgate-Palmolive-Peet 
Company, Jersey City. This committee 
has been surveying the problem for the 
past year and will continue to do so for 
the duration 


[ CONTINUED FROM PaGE 14] 


Agency Service 


mend changes which will make them 
more readily acceptable or will give 
them wider use. 
The advertising because 
of the very nature of its business, 
must keep in touch with trends and 


agency, 


developments in manufacturing and 
distribution. 
study to postwar conditions for all 


It is giving far greater 


its clients than you can possibly give; 
its studies cover a wider range of 
markets, and it is keeping in close 
touch with governmental plans, de- 
velopments, and _ activities. Your 
agency is your best source for basic 
data for postwar planning; it knows 
what limitations and restrictions ap- 
ply in the markets of interest to you, 
as well as the possibilities of entering 
these markets or of expanding your 
present Why 
use of this valuable assistance? 


activities. not make 


Why not make greater use of all 


the help which advertising 
agency can give?. If you are not 
now getting this help it is due to your 
attitude rather than the agency's. 
The basic, fundamental fault is with 
you, the advertiser, simply because 
you have not taken the agency into 
your full confidence and made ‘t 4 
part of your advertising and sal. de- 
There is no good o 


your 


partment. 


* Printing Products Corporation «+ 
NATIONAL PRINTERS LOCAL 


ONE OR MORE COLORS 
Telephone WABASH 3380 — Local and Long Distance 


Polk and La Salle Streets e« Chicago, Illinois 


reason for keeping the agenc 
separate organization; the age 
not at all interested in takin; 
your work, but you can make 
self of greater value and use! 
to your company by a greater 

tion of its ability and experien 
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When even S-T-R 


Lf 
wont cover 


War plants closing—no materials. 
No gasoline. Please use only one 
teaspoonful of sugar. No coffee for 
lunch. No tires, your importance 
don't rate them. Sorry. Brother, you 
buy a wood boat or get wet feet! 


Familiar phrases in wartime, be- 
Cause Supply can’t begin to cover 
Demand. Hence the Washington 
heada-hes over who can have just 
how much of what—and when. 
Hence also, the problem you—and 
all Inc ustry—has: too many cus- 


lomers without enough priority. 
Every ay you unavoidably alien- 
ate ad-itional old customers, just as 
every ‘ay you wrong some sup- 
Plier } resolving never again to 
buy fro. “that ---- - I” The only 
Way to revent more of it is to keep 
custon ; convinced that you're do- 
ing eve vthing possible—and some 
INDU 













ETCHED 


i 
















impossible things—to meet needs. 


In other words, you've got to pro- 
vide SERVICE to make up for lack 
of supply. That's where Industrial 
Distributors come in. In every in- 
dustrial area of America, they're 
providing efficient, 24-hour-a-day 
distribution to essential users, plus 
every possible continuing service 
to peacetime customers. Their inti- 
mate knowledge of local industry 
and long years of experience in 
meeting customer needs is now 
more than ever invaluable. Their 
kind of service is appreciated today. 
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The result? Sales through them 
have risen three times as fast as in- 
dustrial production in the last two 
years. Their service has proven its 
worth under fire. They can serve 
you just as effectively. if you use 
them. 





Reach them, and keep them con- 
scious of you, through their own 
magazine, Mill Supplies. Cover- 
age of all industrial distributors and 
a renewal rate pushing 90% testify 
to editorial effectiveness. And a list 
of more than 300 current advertis- 
ers pushing average space per is- 
sue up 58% in two years, testify to 
advertising effectiveness. If you 
sell through distributors, Mill 
Supplies is a must on your adver- 
tising schedule. Ask us to show 
you why! 


* 


Looking for a real bargain in long-life 
advertising to reach distributors today, 
and every day for a year? Use the 
Mill Supplies Annual Reference Num- 
ber, published in Mid-December. Forms 
for the 32nd Annual edition close No- 
vember 15. A bulletin giving complete 
information is yours for the asking. 


MILL SUPPLIES 


330 West 42nd Street 
New York, N. Y. 
ABC — ABP 


THE MAGAZINE FOR INDUSTRIAL 
DISTRIBUTORS AND THEIR SALESMEN 
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66( SETTING closer to the con- 

tractor and distributor than 
any other medium in the field,” 
says a prominent construction 


equipment advertiser and mem- 


ber of N.1.A.A, 


CONTRACTORS AND ENGINEERS MONTHLY 
470 FOURTH AVENUE 
hicago Ottke: = NEW YORK 


i7t? Dally News Bide Mills Building 








ADVERTISING 


lays are ahead, with “low 


visibility in many phases of business 


\ us 
ictivity 
\ 1 will be able to see ur way 
more clearly if y r product is fea 
tured in PIT AND OUARRY, the 
first paper in the nonmetallic-min 
erals industry 

le ids ih execu 

ial subscribers, 

tlation and its 


PIT and QUARRY 


907 Rand McNally Bldg., Chicago, Ill. 











110 


[ CONTINUED FROM PacGE 15] 


Agencies’ Opportunities 
were always uses for agency talents, 
in many phases of business outside of 
advertising. But the second point 
concerning war's responsibility for 
new agency opportunities to serve 
us cannot be disregarded in the light 
of what is being done. War condi- 
tions have released abilities that were 
previously utilized only sparingly. 
Agencies have the talent to drama- 
tize within the advertisers’ organiza- 
tions, the part such advertisers are 
playing in production for war. The 
objective here is to stimulate an ag- 
gressive spirit among the personnel 
and give justification to increase ef- 
fort. An example of this is the 
time-honored, internal house organ. 
There is also the opening for agency 
talent to lay a sound foundation for 
future marketing of products by 
building NOW, statistical and in- 
formative ammunition with which to 
fight for sales, perhaps later. Agency 
talents are being used to put this 
material into shape so that the return 
to normal business activity will find 
the client on the line and ready to go. 
Advertisers may say that within 
their own organization they have the 
logical talent to do this sort of thing. 
They have . up to a certain point. 
Their own organizations are quali- 
fied to find information, and weigh 
its value in relation to future appli- 
What the agency should con- 
tribute is more specific, however. The 


cation. 


gathering of information—statistical 
and otherwise—is of little value in it- 
self. It must be fabricated into a 
usable product. Agencies must put 
the products of their abilities into 
attractive packages—whether for im- 
mediate consumption or for future 
use. Information first goes to the 
eye and ear, then to the mind. 

One advertiser with whose com- 
pany I am familiar is building a li- 
brary of facts gathered from every 
possible source market. 
When sales were normal and when 


within _ its 


advertising was used as the chief 
power to effect product delivery, these 
facts were considered only as a pos- 
sibility when there was available 
time to collect them. Now these 
facts loom up as a power to influence 
quicker and more effective selling 
when the market is again active. They 
are being organized now, mainly be- 
cause the selling talents of both ad- 
vertiser and agency find expression 


at a time when normal selling is 
dormant. 

This is a preparation angle, inside 
the advertiser’s organization. Not 
enough of it is being done. An 
agency should draw upon its talents 
to serve its clients in this way. If 
it be considered a tough selling job, 
then it is no different from any other 
agency benefit. 

Using agency talents to give drama 
to organization activities is still an- 

Most of us know of 
employe-relations jobs. 


other service. 
outstanding 


‘ There are thousands of companies 


that have very active War Produc- 
tion Drive Committees, with which 
all are familiar. The formation of 
the War Production Drive Committee 
in any plant should be a green go- 
ahead signal for the agency. Out- 
side of the usual legwork, War Pro- 
duction Drives are a series of posters, 
blow-ups, slogans and announcements. 
Are not these all naturals for the 
agency? Show the client how to do 
a good job with a small appropria- 
tion and he will no doubt remember 
you. 

Army and Navy awards, visiting 
war heroes and other notables (which 
the agency should try to arrange) 
are played up for employes’ morale. 
An agency should be qualified to 
assist or even direct the whole pro- 
gram. (Of course War Production 
Drive gets credit.) Certainly the 
effectiveness of these promotions are 
due to their drama and agencies 
have little if they are lacking in 
dramatic thought. 

Facing certain reductions in adver- 
tising production, particularly in 
some of the consumer goods market, 
has not been too pleasant news for 
the agencies. But they should find a 
welcome opportunity in serving along 
lines separated, but not dissimilar 
from their accustomed 
practices. In such service the agency 
may find not only substantial relief 
from current difficulties, but establish 
closer and more binding relationships 
for the future. 


in nature, 


Pittsburgh Steel Advances Voelker 
Pittsburgh Steel Company |! 
pointed Joseph A. Voelker, torn 
trict sales manager, general sales 
with headquarters in Pittsburgh 
ceeds J t. Beeson, vice-presid 
charge of sales, who has been 
sioned a captain in the Army ai! 


Casco Account to Swink 

The Casco Company, Canton, 
appointed Howard Swink Adv 
Agency, Marion, O., as advertisi! 
sel. 


=) 
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EDITORIAL CONTENT 





THAT 


AIDS 
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—A VITALLY IMPORTANT SUBJECT TODAY 








BRAMSON STAFF WRITERS 


Editorial content that is ‘right down the alley” of 
21,000 Tool Engineers—the Master Mechanics, 
Plant Superintendents, Works Managers, Chief 
Tool Designers and other executives on whose 
shoulders rest the major responsibilities of War 
Production . . . that’s what is found in THE TOOL 
ENGINEER every month. 


Welding, as an example, has become of tre- 
mendous importance in the production of tanks, 
planes and other armament. Tool Engineers were 
faced with new and unusual problems in tooling 
for welding. Timed to the immediate need were 
a series of factual, helpful articles on the subject 
in their magazine—THE TOOL ENGINEER. The 
third and most recent of these articles occupied 
six pages in the August issue. 


Because The Bramson Publishing Company staff 
is alert to rapidly changing production techniques 


. . » because it knows how Tool Engineers think 
and work... it does the job that guarantees 
vitally-interested readership. And that’s the basic 
reason why the advertising pages in THE TOOL 
ENGINEER also receive more than average atten- 
tion... and why this publication is a sure bet for 


advertising results. 


a ited 
a 5 ‘7? 













Toot ENGINEER 






THE BRAMSON 


2042 WEST GRAND BOULEVARD 
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the needs 
of 250,000 weldors 


2 $$ $$$ 


Among the busiest of the busy today are the 
country’s 250,000 weldors and cutters. Their 
vast requirements carry highest priority 
tickets because welding is enabling us both to 
outproduce the axis and rejuvenate machinery 
so it can continue operating efficiently. 

Key to the welding market, which encom- 
passes welding, flame cutting, flame treating 
and brazing, is THE WELDING ENGI- 
NEER. Its audience of over 8,000 subscribers 
is concentrated among the men who direct 
welding operations hey are the real pur- 
chasing power, captaining methods and prod- 
ucts used by 250,000 weldors. 

Don’t get left behind in this market's growth. 
Our Blue Book shows how thoroughly it can 
be covered by advertising in THE WELD- 
ING ENGINEER. Write for your copy today 


Don't miss the Oc- 
tober Metal Show 
Issue, combining an 
exposition 
with extensive data 


im print 


on weldability of 
alloy materials and 
other 
Forms 


features 
close Sep 
tember 21. 


506 Seuth Wabash Avenue Chicage, Ilineis 
Pioneer Business and Technical Journal 


of the Welding Industry 





ation of 


k is OV er 


num- 


The pre a 
the Blue 
O. The average 
net readers per “ : 
A9.--> and many ree e 
“a furnish orders ~~ 
with adequate priority ro 
ing- Send for circular giving 


details. 


CCA NBP 


MACHINE TOOL 
BLUE BOOK 


HITCHCOCK PUBLISHING CO. 
508 So. Dearborn St. ¢ Chicago 


Censorship 





On July 29, The Navy Department is- 
sued the following General Order No. 178 
signed by Frank Knox, Secretary of the 
Navy: 

COMMERCIAL ADVERTISING 

1. General Order No. 36 is hereby 
canceled 

2. The Navy Department will not ob- 
ject to commercial firms advertising that 
their products are or have been supplied 
to or used by the Navy, provided: 

(a) That no information held as con- 
fidential by the Navy is divulged. 

(b) That the advertising constitutes a 
statement of fact with no misleading or 
otherwise objectionable features 

(c) That no mention is made of the 
fact that a product has undergone or is 
undergoing test at the instance of or un- 
der the cognizance of the Navy Depart- 
ment, and that there are included no data 
derived from tests made in Government 
laboratories or on board naval vessels 

(d) That no statement is made that the 
product is used by the Navy to the exclu- 
sion of other similar products 

(e) That all copy, text, and photo- 
graphs to appear are submitted for review 
prior to 

3. The following regulations govern the 
use of naval insignia, uniforms, and per- 
advertisements or publicity 


release 


sonnel in 
stories 

(a) INSIGNIA: Reproductions of na- 
val insignia may be used in advertising 
and publicity provided that the dignity of 
such insignia is not compromised 

(b) UNIFORMS Actual uniforms 
may be used for illustrations, provided 
that the dignity of such uniforms is not 
compromised. There is no objection to 
the use of professional models photo- 
graphed in naval uniforms provided that 
the foregoing regulations are observed. 

(c) PERSONNEL: Navy personnel 
may be used under the following condi- 
tions 

(1) Name. 
be mentioned 

(2) The action may not in any 
reflect discredit upon the Navy 


ship, or station shall not 


way 


(3) The action or pose shall in no way 
infer the products advertised are endorsed 
by the Navy to the exclusion of other 
products 

(4) Testimonials from Navy personnel 
ire not banned per se, but the person 
giving the testimonial cannot be specif- 
cally identified. The use of name, initials 
or rank of Navy personnel appearing in 
testimonial advertising is not permitted. 
However, it is permissible to use the ex- 
pression “says a Navy Captain,” or “says 
a Sergeant in the Marine Corps,” etc 
Care should be taken to phrase testi- 
monials from Navy personnel so as to 
make clear that the views expressed are 
those of individuals and not of the Navy 
Department 

(5) The use of pictures of Navy heroes 
World War II, living or dead, for any 
ther than news, magazine 
articles or factual information is consid 
ered contrary to the best traditions of the 
U. S. Navy 

(6) Should an advertiser contemplate 
the use of Navy heroes in a manner not 
covered by the foregoing, he should be 


purposes 


requested to submit photographs and t 
material to the Office of Public Relatic 
Pictorial Section, Washington, D. C., 
review prior to publication. 

4. In each case in which any bur 
or ofhce of the Navy Department or ot 
agency in the naval service receives 
inquiry on this subject, it will reply in ¢ 
sense of the foregoing. 

5. So far as practicable, the review 
advertising copy by naval authority 
be carried out by the commandant of 
naval district within which the advertis 
company is located 

6. When there is doubt as to the pro 
priety of the copy or photographs, ref 
erence should be made to the Office of 
Public Relations, Pictorial Section, Navy 


. Department, Washington, D. C. 


By arrangements concluded by United 
States and Canadian censorship authori- 
ties, printed matter addressed to neutral 
countries of Europe will not be permitted 
to leave either country after Sept. 1 unless 
dispatched direct from the office of the 
publication. The ruling applies to clip 
pings as well as complete copies of pub 
lications. 

All commercial first class mail addressed 
to foreign countries should carry the desig- 
nation “Business Mail” on the envelope 
to assure priority of censorship over per- 
sonal mail. 


WPB Metal Order Sets Oct. | 
Deadline for Obsolete Plates 


October 1 is the deadline after 
owners or users of printing plates will 
not be able to secure new metal unless 
they certify they have no obsolete plates 
in their possession, according to an order 
issued by the War Production Board 
The order is applicable alike to printers, 
publishers, advertisers, and agencies 

The formula for obsolescence is as fol- 
lows: Newspaper printing plates not used 
for one year: magazine and_ periodical 
plates not used for one year; book 
not used for four years; container 
not used for four years; and all 
categories of printing plates not used 
two and one-half years 

Excluded from the order are plates de- 
scribed as having an “assured future, 
such as cuts in newspapers and magazine 
morgues which illustrate subjects !] in 
the public eye; plates for books 
erally subject to revision and reprint 
long intervals; and stock and st 
cuts used in commercial printing 


1 


which 


All graphic art service compat 
well as federal, state and local gov 
bureaus, are covered by the reg 
Old copper engravings may be sold 
thorized electrotypers. Zinc and 
metal plates may be disposed of 
regular scrap channels or to aut 
smelters and refiners 

Electrotypes, which represent 
est tonnage of obsolete plates, 
sold to any oft the following com] 
Essex Metal Alloy Company, 

N | National Lead Compan 
York: Metro Smelting Company, 
phia 


M. B. Elliot Advances at G-E 
M. B. Elliot has been 


of sales, unit equipment section, 
Electric Company, Schenectady 
He will have charge of sales of 
stations and other simila 

sembled equipments. Mr. Elliot ! 
transformer specialist for the Ea 
tral district, Cleveland, since 192¢ 


made 


; 
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“THE MARKET DATA BOOK. 


utral . . . 

ted ask of getting information about all markets, 
she dnot merely those in which one company is 

| oa nterested, find the Market Data Book such a 


emarkable time saver. 


The service of the Market Data Book is 
nique. There is nothing else like it. That’s 
hy it’s standard equipment in the offices of 
ndustrial advertisers and agencies all over the 
which ountry. Make sure you’re getting full value 
rom it—by making it constantly available to 
order ill in your organization who have to work with 


acts and figures on markets and media. 





THe Market Data Book 


rk Published by Industrial Marketing 
NEW YoRK ke CHICAGO ke LOS ANGELES + SAN FRANCISCO 
DW. , Simpson-Reilly, Ltd. Simpson-Reilly, Ltd. 
42ND ST. 100 E. OHIO ST. GARFIELD BUILDING RUSS BUILDING 
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If you’re aiming at 
Tooling & Production 
Executives... 


P 


-+. Open your 
second front 


» OCTOBER 


Lee the October issue of The TOOL & 
DIE Journal te tell your story te the men 
behind the man with the rubber stamp 

. the 20,000 men who buy equipment 
and materials in war production plants, 
arsenals and tool sheps. 


Every issue of The TOOL & DIE Journal 
gets results for advertisers (and we'll be 
happy te furnish preef!). But the Octo- 
ber number will get unusually high 
reader attention because (1) New. meod- 
ern cover design; (2) Side-wire instead 
of saddle-stitch binding: (3) Shew-in- 
Print stery of National Metal Congress. 


Please send reservation now. Forms close 
September 28. Ask for detailed CBI cir- 
culation analysis. 


The TOOL & DIE Journal | 


2460 Fairmount Bivd., Cleveland, Ohio 


RES 


am 
k orks m 


Where will you find 
a better reason for 


Pere INTEREST? 


The American businessman wants 
to know what the score is. He 
wants his information from those 
who know the facts. 


Wouldn't you read these articles? 


% FIX U. S. PRICES? by Leon Henderson vs 
Bernard M. Baruch (a debate) 


% WHAT'S AHEAD FOR SMALL BUSINESS? 
by Stuart Chase 


% SMALL BUSINESS ON THE ALERT, six arti- 
cles by Wolter B. Pitkin 


%& MY FAITH IN THE FUTURE, by Henry Ford 


These articles did appear in recent ¥ 
issues of THE ROTARIAN. They are 
typical. Thousands of letters from 
readers are on file, attesting THE ¥ 
ROTARIAN’S influence and reader 
acceptance. * 
Who gets THE ROTARIAN? Lead- 

ing business executives and profes- 
sional men—168,000* of them (26,000 

are manufacturers) in 3,600 cities and 
towns. They are hard to reach—except 
through their magazine; and they 
have what it takes to buy what you 
sell—now and after the war. Let us 

give you additional facts. 


. 
tHe Rotarian 
35 East Wacker Drive, Chicago 
* ABC net paid for June, 1942 issue, 175,537 


* 


~ 


In Step ¢ ¢ 
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Lex Bacon in Air Forces 


E. Lex Bacon, in charge of direct mail 
advertising and assistant on _ business 
paper advertising, Graybar Electric Com 
pany, New York, has been granted a 
leave of absence to accept a commission 
as second lieutenant in the Army Air 
Forces at Miami Beach 


Armstrong Called to Service 


J. R. Armstrong, vice-president, Russell 
T. Gray, Inc., Chicago industrial agency, 
and a reserve ofhcer in the Field Artillery, 
has been granted a leave of absence to 
enter active service as a lieutenant with 
the Barrage Balloon Coast Artillery sta- 
tioned at Camp Tyson, Tenn 


Law Leaves Budd for Service 


Marion Jack Law, Jr., director of pub- 
lic relations, Edward G "Budd Mfg. Com 
pany, Philadelphia, has been commis- 
sioned a first licutenant in the Army Air 
Forces and ordered to report for training 
at the Officers Training School, Miami 
Beach 


Long in Naval Reserve 


W. H. Long, member of the sales pro 
motion and advertising department, York 
Ice Machinery Corporation, York, Pa 
has been commissioned an ensign in the 
Naval Reserve. He is in training at Cor 


nell University 


Private Doremus at Miami Beach 


Andrew Doremus, formerly in the 
Bridgeport advertising department of 
General Electric Company, is a private 
in the 583rd Technical School Squadron, 
Army ACRTC, Miami Beach, Fla 


Capt. Watson in Air Service 


Capt. Allan A. Watson, Air Service 
Command, Whght Field, Dayton, O., 
was formerly assistant director of sales 
promotion, Trumbull Electric Mfg. Com- 
pany, Plainville, Conn 


Haylon with Coast Defense 


W. D. Haylon of General Electric Com- 
pany 's Pittsfield advertising department is 
now stationed at Fort Dawes, Winthrop, 
Mass., with the 241st Coast Artillery Har- 
bor Defense 


Lindholm in Navy 
A. W. Lindholm, Jr., assis:ant adver- 


tising manager, Pneumatic Scale Corpora- 
tion, Ltd., is now at Students Lase, Naval 
Air Station, Squantum, Mass 


Harry Miller at Fort Knox 


Harry T. Miller, advertising depart- 
ment, Magnus Chemical Company, Gar 
wood, N. J., is at Fort Knox, Ky., as a 


private in the Army 
Galen Snow Is Army Captain 


Galen Snow, president, Snow, Bates & 
Orme, Springfield, Mass., is stationed at 
the Springfield Armory as a captain 


Daily in the Army 
J. M. Daily, 


ver Iron and Steel Company, 
Is now in the Army 


advertising manager, Oli 
Pittsburgh, 


HELLO TOKIO 


1 che beatin pom make for your planet ent & 
ne better than this metelurgmaity smd gee 
Sefecttve bearing that you bars wore senctons 


You see. pps U8 ptan . 
teal TIMKEN Bearings made wm US 


In this page which appeared last month in 
"The Saturday Evening Post,"’ Timken Roller 
Bearing Company made capital out of the 
fact that at one time Japanese tried to sell 
an inferior copy of Timken bearing stamped 
“Timke" to companies in this country 


Death Takes J. O. Dahl 


J. O. Dahl, for the past several years 
editorial director, Hotel Management 
Restaurant Management, and _ Hotel 
World-Review, died Aug. 4 at his home 
in Stamford, Conn., after an_ illness 
many months. He had been 
with the publisher of these magazines, 
Ahrens Publishing Company, New York, 
since 1924. Mr. Dahl was noted for his 
contributions to business educational en 
deavors in the hotel field, having written 
thirty-two manuals, handbooks, and man 
agement books, 


associated 


many of which are be 
ing used to train executives for hotels, 
restaurant and other quantity cookery 
outlets 


King Promotes Dorland, 
Appoints Server 
Ralph E. Dorland has been pron 


to advertising manager, Western 
struction News and Western Indust 
which he had previously been prod 
manager. 

King Publications, Inc., San Frat 
publisher of the two magazines, has 
announced the appointment of 
Server as assistant editor, Western 
struction Neu S 


Sutton Adds C. W. Cleworth 


C. William Cleworth has replac: 
B. Cowilich as district manager co’ 
the New England and New York ter 
of Electrical Equipment, publish: 
Sutton Publishing Company, Inc., 
York. Mr. Cleworth was vice-p! 
of Electrical Publications, Inc., | 
last five years and had formerly 
sistant manager of McGraw Hill 
trical and radio publications 


Nan Collins Returns to Ullman 


Nan M. Collins has — 
Roland G. E. Ullman Organiza 
adelphia advertising and ae iain 
sellors, as account executive M 
lins had formerly been director o! 
relations, Foundation for Clinic 
Surgical Research, Philadelphia, 
also a past president of the Phil 
Club of Advertising Women 
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to sell 
amped In engaging actively in the promotion As Paul V. McNutt, Administrator of 
ountry 7 
of the National Nutrition Program, the Federal Security Agency, says in the 
Hospital Management believes it is pro- August issue of Hospital Management, 
Rts viding a two-way service which will “We need to use every means available 
Hotel . . m ._ . : 
home prove highly effective—for the hospitals to awaken our people to the necessity 
ESS y ; © . . . > 
ciated are not only important mass consumers for adequate nutrition if they are to 
Azines, a ° ° — : . ‘ 
York. but a powerful force in public education. maintain the highest degree of health 
or his 
al en and efficiency. The readers of Hospital 
— Serving the needs of the 10,000,000 — : 
= : i ‘ Management can help. By assisting this 
patients cared for in hospitals each year, 
rotels, . . . 
- rogram, your magazine is making a 
okery plus 1,500,000 staff members and em- prog ms & e 
* . - ee 
ployes, means an annual hospital food valuable contribution to our war effort. 
bill of over $250,000,000. But even 
— more important at present is the in- We have a specific plan which will en- 
; fluence which hospitals exert upon the able manufacturers who are working 
permanent living habits of these millions with the National Nutrition Program to 
r of patients. The hospital, as the public accelerate results through effective utili- 
hn health center of the community, is relied ; , 
‘on ¢ te zation of the educational power of the 
upon for sound advice and help in sue- 
= , hospital—through their staff physicians, 
cessful living. How to eat is one of the 
4 . . . ; iti 4 Vv » 
\ subjects which hospital staffs regularly dietitians, nurses and others who have 
tory discuss with the patients entrusted to direct personal contact with patients. Let 
DY 
New their care. us know if you are interested. . 


_|HOSPITAL MANAGEMENT 


nd @ The only hospital publication which is a member of both the ABC and ABP iy 


*W York: 530 W. 42nd St., Phone Bryant 9-6432 Chicago: 100 E. Ohio St., Phone Del. 1337 


















Reaching more top executives 
of coal mining, coal selling 
and coal conveying concerns 






than any other coal trade 
publication. 
NEW YORK 
Whitehall Bldg. 
CHICAGO 






Manhattan Bldg. 





For over 50 years the leading 
journal of the coal industry 














S Each enjoy 
High Priority 
Ratings 
















WHAT'S GOING ON? 





@ Manufacturers and their cdvertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 
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New editions of particular interest to 
advertising and marketing executives 








"You Can't Ignore Murder" 


“You Can't Ignore Murder,” a much- 
praised mystery novel by Ruth and Wal- 
ter Dorwin Teague, is providing unusual 
interest for those who are familiar with 
Mr. Teague’s achievements as an indus- 
trial designer, his long experience in mar- 
keting, and his winning last year of the 
Silver Award in Advertising. 

“Designing a mystery story,” says Mr 
Teague, “is much like designing a retail 
store, a gas service station or an automo- 
bile. They all take careful planning, and 
exact organization of detail. Every part 
must fit in with every other part and 
result in a logical and workable whole.” 

Mrs. Teague, as Ruth Mills, has pub- 
lished a previous mystery novel, “Leading 
Lady,” and Mr. Teague is the author of 
“Design This Day, the Technique of Or- 
der in the Machine Age,” published two 
years ago and established as an authorita- 
tive work in his professional field 

Published by G. P. Putnam's 
New York. Price $2 


“Pro, Con and Coffee" 
The new book, “Pro, Con and Coffee.” 


by Kenneth Wray Conners, copywriter, 
Leeds & Northrup Company, Philadel 
phia, and member of Eastern Industrial 
Advertisers, takes advertising for one of 
the many topics vigorously attacked and 
stuanchly defended by a group of lunch- 
eon-table intellectuals. Published by How- 
ell, Soskin & Company, New York 


Sons, 


"Survey on Motion Picture and 
Slidefilm Projectors" 


A survey, showing in detail the loca- 
tion of motion picture and slidefilm 
projectors available to elementary schools 











PACKAGES for the sinews of WAR 


THE WOOD CONTAINER MARKET 









kinds this year. 





Wood boxes for Ordnance alone 
according to a War Dep't. estimate. 














For example, it is figured that 


containers, as well as 1% 





BILLION fet. 
— To reach this gigantic market contact 


BARREL & BOX & PACKAGES 


431 S. Dearborn St., 


will require an estimated NINE BILLION ft. of lumber for wood containers of all 


will require more than FOUR BILLION ft., 


The task of converting this vast amount of lumber into finished products will 
require an unprecedented amount of machines, equipment, and supplies of all kinds. 
3750 TONS of nails will be needed for Ordnance 
of steel bands and wire used to brace them. 


Chicago 
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durins 
released 
by the Bureau of Foreign and Domesti 


civilians 
been 


for visual training of 
wartime emergencies, has 
Commerce, Washington, D. C. Pric 
$3.00. 

The 17,500 colleges and high schools 
and 25,703 elementary schools which re 
sponded to the questionnaire show a tota 
of 22,839 16-mm. silent and sound pr 
jectors available for use 


OPA Launches Inventory 
of Used Machinery 

The Office of Price Administration h 
started to take inventory of every piec 
of secondhand machinery in the United 
States held for sale, in order to provid 
basic information required in connectior 


with administration of Maximum Price 
Regulation No. 136, which establishes 


machines and 


maximum prices for most 
including 


parts and machinery services, 
secondhand machinery. 

In addition to assisting the OPA 
keeping machinery prices fair and reason 
able, the inventory will also have the fol 
lowing two purposes: 

1. It will provide the OPA and WPB 
jointly with a complete and accurate census 
of idle machinery which owners and 
brokers desire to sell, together with the 
prices they ask for the machinery. 

2. It will locate obsolete machines con 
taining thousands of tons of scrap iron 
and other waste materials which may be 
recovered by the salvage committees of 
the WPB Conservation Division 


First DMAA Conference 
In New York, Oct. 


The first 


e} 


one-day conference in the 
series which the board of governors of 
the Direct Mail Advertising Association 


has decided to sponsor after the cancella 


tion of the annual convention, is sched 
uled for Friday, Oct. 16, at Roosevelt 
Hotel, New York. Fifteen participating 


groups have agreed to codperate with the 
DMAA in promotion, program-building, 
and attendance to make this one-day con: 
ference on Wartime Direct Mail and 
Printed Promotion a pattern for similar 
one-day conferences in other key cities 

The announcement and display of the 
winning campaigns in the 1942 Direct 
Mail Leaders’ Contest will be made at 
this first meeting and the portfolios will 
be available in other cities. INDUsTRIAI 
MARKETING is donating an award for the 
best house organ campaign 


Breskin Publishing Adds 
Dickey and Stanley 


Raymond R. Dickey has succeeded | 
T. Barnett as editor, Modern Plastics 
Breskin Publishing Company, New York 
He had been Washington editor of th 
Research Institute of America. 

The new Breskin publication, Plastics 
Engineering, has Fredrick Stanley r’ 


° 


merly assistant sales manager, Mack 
Molding Company, Wayne, N. J. ts 
editor 
Allen Mfg. Adds Bidwell 

The Allen Mfg. Company, Hart!ord, 


has appointed Ray W. Bidwell sale 

motion manager to assist W. C \ 

vice-president of sales. He will ve 
charge of sales promotion and pul! 
Mr. Bidwell’s prior association wa: 
Norris L. Bull, advertising agency 
dling the Allen advertising account 





Do you realize- 


That the National Industrial Advertisers Assn. now has 25 local 
chapters throughout the United States and Canada? 


That N.1.A.A. has a total membership in these chapters, and at 


large, of more than 1,900? 


That this is the largest individual membership of any advertis- 


ing association in the world? 


That N.I.A.A. has constantly grown in size and prestige since its 


beginning over 20 years ago? 


That N.I.A.A. is often referred to as the ‘““most wide-awake adver- 


tising association in the world’’? 


the 

s of 

ition 

ella 

hed 

evelt 

iting What does this mean to you? Why should you regional conferences, its studies, its reports, its 
. the take time to think about it? How can it help surveys, and the valuable contacts with one’s con- 

temporaries which it makes possible! 


jing, 


on you? ... Well, the answer lies in the bare fact 
and that over 1,900 industrial advertising, sales pro- If you haven't thought about it seriously before, 
yt motion, and marketing men of this country and why not clip the coupon below and get the whole 
Canada find that it does help. They find a wealth story. Then, you can judge for yourself the worth 
of good in its chapter meetings, its national and of it all to YOU! 





Over 1,900 Members in These 25 District Chapters and elsewhere 
BALTIMORE INDIANAPOLIS NEWARK ST. LOUIS 
BOSTON LOS ANGELES NEW YORK SAN FRANCISCO 
CHICAGO MASON-DIXON PHILADELPHIA TOLEDO 
CINCINNATI MILWAUKEE PITTSBURGH TORONTO 
CLEVELAND MINNESOTA ROCHESTER WESTERN NEW ENGLAND 
COLUMBUS MONTREAL ROCKFORD YOUNGSTOWN 
DETROIT 
If you are located where there is no chapter, ask for information regarding membership-at-large, or suggestions for 
establishing an NIAA chapter in your city. 





"100 EAST OHIO STREET CHICAGO, ILLINOIS 


NAME . 
COMPANY 
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HEAT TREATING 
FORGING 


This year the American So- 
ciety for Metals will hold their 
annual exposition in the Public 
Auditorium, Cleveland, Octo- 
ber 12th thru 16th, and will be 
known as the War Production 
Edition. There should be un- 
usual interest in the confer- 
ence this year because of the 
war ans those who cannot at- 
tend will follow events cosely 
in the business papers. The 
September issue of HEAT 
TREATING AND FORGING 
will carry the program, etc., 
and will be distributed gratis 
from our booth on the floor of 
the exposition. Make your 
reservation now 

Forms close September 15. 

Published by 


STEEL PUBLICATIONS INC. 
108 Smithfield St Pittsborgh Pa 























Since there will be no Steel Show 
this year, your representatives will 
not have the usual opportunity of 
discussing your products at your 
booth on the floor of the exposition. 
However, the conference will be 
held on September 22-23-24 in Pitts- 
burgh, the heart of the steel indus- 
try, and you can tie in your sales 
story with the conference by adver- 
tising in the September issue of 
BLAST FURNACE AND STEEL 
PLANT, which will carry the pro- 
gram, etc., of the conference. 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 


PITTSBURGH, PENNA. 


N. 1 A. A. News 


What local chapters of the National Industrial 
Advertisers Association are doing and thinking about 





Editorial Awards to Be 
Announced at NIAA Meetings 


The winners in the Fifth Annual Com- 
petition for Editorial Awards sponsored 
by INDUSTRIAL MARKETING and presenta- 
tion of awards will be made Sept. 14 at 
the meetings of the New York Industrial 
Advertising Association and the Chicago 
Industrial Advertisers Association. Charles 
M. Neighbors, chairman of the Jury of 
Awards and past president of the New 
York chapter will present the awards at 
New York, and Ralph O. McGraw, editor, 
INDUSTRIAL MARKETING, will read the 
Jury's report and make presentations to 


local winners at the Chicago meeting 


"IMC Reporter" Makes Bow 


for Cleveland Chapter 


The Industrial Marketers of Cleveland 
have established an ofhcial organ, the 
“IMC Reporter,” a four-page, 8'/4x11, 
three-column, newspaper format publica- 
tion devoted to news of members, com- 
mittees, and accomplishments of the chap 
ter. Harry L. Berle, Direct Mail Service, 
is editor 

The name of the paper was selected in 
a contest in which Harry Melville, Sim- 
mons-Boardman Publishing Corporation, 
was the winner. Runners-up in the con 
test, whose suggested names will be used 
as department headings, were A. Broggini, 
National Carbon Company; J. E. Craig, 
Warner & Swasey Company; and Steve 
C. Brown, Cleveland Tractor Company 
The chapter is planning to issue a roster 
of members this fall 

Mr. Broggini, a member of the Board 
of Governors, has been appointed chair- 
man of the program committee to fill the 
vacancy caused by the transfer of Phil 
Sowersby, Lamp Department, General 
Electric Company, to Detroit 

The next monthly meeting of the chap- 
ter, Sept. 25, will be devoted to “Train- 
ing for Industry.” 


E. H. Fisher Dies Suddenly 


Earl H. Fisher, assistant to president, 
The Wine Railway Appliance Company 
division of Unitcast Corporation, Toledo, 
and one of the directors of the NIAA rep- 
resenting the Toledo chapter, died last 
month after he had collapsed on the golf 
course while playing in a husbands and 
wives tournament. Mr. Fisher was 47 and 
had been associated with Unitcast for 
twenty years 


Haynes to Relate Effect of 


War on British Marketing 


Eldridge Haynes, publisher, Modern In- 
dustry, will address the Sept. 14 meeting 
of Chicago Industrial Advertisers Associa- 
tion on “Effect of War on British Mar- 
keting.” Mr. Haynes has recently re 
turned from an investigation trip to Eng- 
land and will relate what he observed and 
learned from talking with industrial and 
war leaders in that country and will sug- 
gest how the lessons learned may be 
plied to problems in this country 


| NIAA iit 


| 


Roster 


The roster of members of 
the National Industrial Ad- 
vertisers Association will be 
published in the October 
issue of “Industrial Market- 
ing.’ All members are re 
quested to report at once to 
Mildred R. Webster, head 
quarters secretary, 100 East 
Ohio St., Chicago, the way in 
which they want their name, 
title, and address to appear. 





Now Northern California 
Industrial Advertisers Association 


By action taken by the membership in 
its first meeting of the season, Aug. 27, 
the name of the Industrial Marketers of 
Northern California, San Francisco, has 
been changed to Northern California In 
dustrial Advertisers Association 


Indiana to Elect Officers 


The Indiana Association of Industrial 
Advertisers will start holding its regular 
monthly meetings on the second Thursday 
in the month, the next one being Sept. 10 
The annual election of officers will take 
place at this meeting 


Labor Regulations Discussed 
at Ontario Meeting 


At the regular Aug. 6 meeting of the 
Industrial Advertisers Association of On 
tario “Labor Regulations and Their anon 
on Employe Morale and Wartime Produc 
tion” were discussed Seanetions tor 
sustaining employe morale were offered by 
members in response to an appeal made 
to them by a government official 


C. A. Emery Talks to 
Twin City Advertisers 


C. A. Emery, Westinghouse ! 
Company, Chicago, presented a ta 
Westinghouse’s worker morale prog: 
the August meeting of the Twin 
Industrial Advertisers, Minneapoli 
connection with his talk Westing 
interesting film on worker moral 
grams was shown 


Detroit Meetings Monthly 

The Industrial Marketers of | 
have agreed to hold monthly meet 
night as they did last season 


Montreal Holds Summer Meetin 

The Technical Advertisers Ass 
of Montreal held a summer meeti! 
year on Aug. 7 at the Grovehill G 
Country Club, Lachine 
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Berica’s biggest guns point straight UP 


And YOU are the man behind these guns 


One of the posters being used in the plants 
of The Barrett Division to instill in the minds 
of workers that they are important to Amer- 
ica's war program and that their best efforts 
are essential. The small copy tells of various 
Barrett products which go into munitions and 
equipment that are being used in the war 


[CONTINUED FROM PAGE 29] 


Promoting Production 


are the plants that could duplicate 
in some degree the story of the worker 
who said: “To hell with rules” and 
doubled his daily output after, and 
only after, learning of the death of 
his son at Pearl Harbor. 

If the production drive can replace 
resistance with codperation, it will 
mark a milestone in the welfare of 
the country and in the prosperity of 
labor and management alike, for the 
everlasting good of the country. If 
ever there was an opportunity to es- 
tablish management and labor upon 
a basis of mutual codéperation—that 
Opportunity is at hand. Apparently 
it takes a war to prove that their 
fundamental interests are identical— 
an almost axiomatic truth. 

ally, listen to those who know. 


As long as the suggestions for the 


production drive come from the out- 
side. like these, they are half defeated 
at e outsec. Who knows better 


how to increase production than the 


me who produce? Who works 
har to make an idea succeed than 
tho who originate the idea? These 
few -uggestions are presented chiefly 
to nulate those who have the will 
to work, the hands to produce, and 
the lity to achieve. It’s a simple 


appr ach to the matter. 


There is no question but that all 
will codperate, for, although manage- 
ment has in some instances been sus- 
picious of the joint drives for fear 
that they might usurp their mana- 
gerial rights, and labor has in some 
instances been fearful that manage- 
ment might take: unfair advantage 
of their willingness to produce for 
Victory, there is more than the self- 


Manville Joins Donahue & Coe 
Richard Manville has been made direc- 


tor of market research, Donahue & Coe, 
New York. For the past five years he 
had been advertising analyst with Newell- 
Emmett Company, New York 


Holt Joins Cramer-Krasselt 


George R. Holt, formerly in charge ot 
advertising, W. F. & John Barnes Com- 
pany, Rockford. IIl., has joined the in- 
dustrial advertising division of Cramer- 
Krasselt Company, Milwaukee agency. 


ish interests of either at stake, and 
to date this new interest in a common Abt Heads Barcalo Sales 
cause has promoted new harmony be- G 


It is to be hoped the 


spirit may continue indefinitely. 


tween the two. 
ee e € Barcalo Mig 


tool division, 
Buffalo 











Finding the facts... 


the cold, hard, unsentimental facts: Applying 
them to develop other facts: Making the most 


of every basic enzineering principle and practice: Going beyond the 
engineering and industrial victories of today: Taking a bead on the future 
problems early . . . being ready for them and overcoming them before they 
overcome us: 


Those are some of the objectives for which The American Society of 
Mechanical Engineers is battling every day. 


It is a far-reaching job, encompassing every branch of industrial endeavor. 
It is a cooperative job, in which the best minds and highest skills of engi- 
neers and industrial executives are active . . cooperatively. 


Such men are everlastingly on the hunt for better equipment, better 
materials and better methods. 


In the mechanical field their choice hunting ground is the publication 
in which the sum-total of cooperative effort finds authentic expression . . 
in peacetime and in wartime. 


Your products will get into their range of interest, and consideration, 
when they are advertised in... 





ENGINEERING 


MECHANICAL 













MECHANICAL ENGINEERING and its 
publisher, The A.S.M.E., have been func- 
tioning for over 60 years . . . on the basis 
of rendering a service which can be ac- 
complished only through associated effort. 





Membership Guarantees 
Reader Quality 





The American Society of 
Mechanical Engineers 
29 W. 39th St., New York, N. Y. 


Midwest Office: 
205 West Wacker Drive, Chicago, III. 
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N. Abt, formerly field sales man- 
ager, has been appointed sales manager, 
Company, 








Fortnightly 


TELEPHONE ENGINEER 


THE 
NATIONAL 
COVERAGE 
TELEPHONE 
MAGAZINE 





is your best medium 
Mi Plant to advertise to this 
$14,000,000,000 


yearly industry. 
CHICAGO 
The biggest industry in 
the United States is the dairy industry and 
FLUID MILK makes up nearly 40% of it. 








Reprints of Article on 
Censorship Regulations 
Now Available 


@ BECAUSE of the many requests 
for extra copies of the article, 
“Application of Censorship and 
Military Regulations to Adver- 
tisers Copy,’ which appeared in 
the March issue, a six-page reprint 
has been made and is now avail- 
able at 5c per copy. Order enough 
copies for every member of your 
organization engaged in advertis- 
ing, house organ, and publicity 
work. 





Milestones 


in Publishing 











Effective with the September issue, In- 
dustrial Power will be known as Industry 
and Power A new format has been 
adopted and the type page size increased 
to standard 7x10 inches. The editorial 
theme is directed to executives and engi- 
neers on how to keep their plant equip- 
ment operating most efficiently. 


Petroleum Refiner is the new name of 
the twenty-one-year-old Refiner and Nat- 
ural Gasoline Manufacturer. A subhead on 
the cover indicates the enlarged editorial 
scope olf the publication as: “Specialized 
for the oil refining industry, including 
petro-chemical engineering, petroleum syn- 
thetics, and natural gasoline.” 

The publication has issued an unusual 
promotion piece for its October “War 
Products Issue,” a brochure called “Pe- 
troleum’s War Products,” in which a num- 
ber of full-color reproductions of natural 
color photographs of military equipment 
used in the advertising of Hughes Tool 
Company are used to illustrate the story 
of what the petroleum industry is con 
tributing to the war program 


The Ice Cream Review marked its twen- 
ty-fifth anniversary with the August issue. 
The publication developed from the Ice 
Cream Department of Butter, Cheese & 


Egg Journal 
s 


Gillette Publishing Company, Chicago, 
has discontinued publication of Méida’s 
Criterion of the Liquor and Wine Trades. 





Reauly, 


pe wae 
Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 








Are You ‘’Meeting the Right People?’ 


The success or failure of your direct-by-mail promo- 
tion this Fall depends heavily upon your ability to 
reach the many new men in new jobs who are decid- 
ing today’s wartime purchasing policies. 

The McGraw-Hill Industrial Mailing Lists present you 
with an economical and efficient means of getting your 
story through to these key executives and technicians. 
These lists are as comprehensive and up-to-date as 
list building and maintenance can make 
them; hundreds of thousands of new names from exclu- 
sive sources have been added during the Summer 
List changes are running about three times 
that of a normal year! 

Write today for working data on the McGraw-Hill 
lists best suited to your present needs. 


scientific 


months. 


McGraw-Hill Publishing Company, Inc. 


330 West 42nd Sireet 


DIRECT MAIL DIVISION 


New York, N. Y. 








WILLIAM HART ADLER, inc. 


ANA Reports on Advertising and 
Selling Practices Under OPA 


The Association of National Advert 
ers, Inc., New York, has sent its mer 
ber manufacturers a twenty-nine page 1 
port of information on advertising and 
selling practices under the OPA’s General 
Maximum Price Regulation. The report 
is an attempt to bring together in one 
place, questions and answers which be 
on all advertising and selling as well 
basic information on the fundamental 
purpose of the GMPR and what it p: 
vides. 

Following are some of the things list 
under “Some Things You Can Not Do” 

Increase your prices over those in effect 
in March, 1942: discontinue free goods 
“traditionally” given to a dealer if give 
in March; depreciate the quality of 
product and sell it at March prices; re 
duce the size of a product and sell it at 
March prices; eliminate large-size 
tainers when it results in the consumer 
having to pay more than the highest 
March price for the same quality; sell a 
lower-priced brand at the March price of 
a higher-priced brand of the same c 
modity; rebrand a product and charge 
more for it than for lowest-priced brand 
of the identical product sold by you in 
March; use the price of a competitive 
advertised brand to determine the price 
of a private brand, etc 

The report is well indexed and covers 
such subjects as: Consumer services, the 
rollback, advertising services and media, 
advertising of prices, advertising allow- 
ances, free goods, fair trade, the Robin- 
son-Patman Act, private brands, right of 
refusal to sell, traveling demonstrators, 
package deals, door-to-door salesmen and 
other direct to consumer representatives, 
etc 


Al Laffey Goes to Putman 
Publishing Co. 


A. W. B. “AI” Laffey has joined the 
Putman Publishing Company, Chicago, as 
assistant publisher, 

Chemical Equip- 

ment Preview and 

Food Equipment 

Preview He was 
formerly vice-pres- 

ident and general x ) 
manager, National las 
Provisioner, Chi- ~~ . 
cago, with which 

he had been asso- 

ciated for ten 

years. 


A. W. B. LAFFEY 


Sydney A. Hale, Editor of 
"Coal Age,” Dies at 54 


Sydney Arthur Hale, editor, Coal Age 
died Aug. 12 at his home after an il/ness 
of eight months. He was 54 years old 

Mr. Hale was an authority on the oa 
industry, and had been on the stafi of 
Coal Age for the past seventeen years. He 
joined the staff of the McGraw-Hill b- 
lishing Company in 1925 as associate eC! 
tor of Coal Age and was made 
in 1928. 

Laura M. Hale, his wife, died A' 
1941. The couple had no children 


Van Slyck Goes to "Newsweek" 


Milton Van Slyck, formerly ind 
news editor and column writer, C! 
Journal of Commerce, has been 
business editor, Newsweek, New Yor 
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CONTINUED FROM Pace 41] 


Editorial Competition 


follows: Classification one, for the 
best series of articles or editorials, 49 
editors, 67 entries; classification two, 
for the best single article or edi- 
torial, 60 editors, 100 entries; classi- 
fication three, for the best single is- 
sue, 55 editors, 65 entries; classifica- 
tion four, for the best illustrative 
treatment, 26 editors, 37 entries; 
classification five, for the best re- 
search published, 18 editors, 19 en- 
tries; classification six, for the great- 
est improvement in format and gen- 
eral appearance, 20 editors, 20 entries. 


The publications and the classifi- 
cations in which the editors competed 
were as follows: 


American Aviation, 2 

The American Journal of Surgery, 3. 

American Laundry Digest, 2. 

American Machinist, 1, 2, 3 

American Paint and Oil Dealer, 2. 

American Perfumer and Essential Oil Re- 
view, 2 

Architectural Forum, 1, 2, 3, 4 

Architectural Record, 3, 4 

Automotive News, 1 

Aviation, 2, 4, 6 


The Bakers Digest, 6 

Banker & Tradesman, 1, 2 

Beauty Fashion, 2 

Blast Furnace and Steel Plant, 2 
Boat & Equipment News, | 

Bus Transportation, 2 


California Arts & Architecture, 1, 2, 3, 4, 
5,6 

Canadian Business, 1, 2, 4, 6 

Canadian Textile Journal—SEE: Manual 
of the Textile Industry of Canada. 

Caterer and Liquor Retailer, 2, 3, 4, 6. 

Ceramic Industry, 3. 

Chain Store Age, 2, 9. 

Chemical Equipment Preview, 6 

Coast Banker, 2, 3. 

Commercial Bulletin, 1 

Construction Methods, 1, 2, 

Cotton Trade Journal, 2, 3. 


wth 
w 
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Daily Metal Trade, 2. 
Department Store Economist, 3 
Domestic Engineering, 1, 3, 5. 


Electric Light and Power, 3. 
ElectricalHome Equipment Dealer, 1, 2, 
i 


Electrical Merchandising, 3, 5. 
Electrical West, 4. 

Electrical World, 1, 2, 3 
Electrified Industry, 4, 6 


Fac .. 2. 
Fibre and Fabric, 2. 
The Film Daily, 3. 


The Furniture Warehouseman, 2, 3. 


The Gasoline Retailer, 1 
Ed. Gibbs’ Newsletter, 6. 


Har are and Metal, 3 
Hea: og, Piping & Air Conditioning, 1, 2 
Hide and Leather and Shoes, 5. 


Indu rial Equipment News, 1 
The n Age, 1, 2. 
lror d Steel Engineer, 3, 4, § 


Journal of the American Leather Chemists 
Association, 3. 

Journal of the Royal Architectural Insti- 
tute of Canada, 3. 

Journal of the State Bar of California, 2, 6. 


Knitted Outerwear Times, 2, 3. 


Laundry Age, 1, 3. 
Laundryman’s-Cleaner’s Guide, 3. 
The Log, 1, 2, 6. 

The Lumber Dealer, 1, 3, 4. 


Machine Design, 1. 

Machinery, 3. 

Manual of the Textile Industry of Canada 
(Canadian Textile Journal), 3. 

Manufacturers’ News, 2. 

Manufacturing & Industrial Engineering, 
3, 6. 

Marine Age, 2. 

Medical Economics, 1, 2, 3, 5, 6. 

Metal Progress, 1, 2, 4, 5, 6. 

Metals and Alloys, 2, 3, 4. 

Mid-West Hotel Reporter, 1, 3. 

Mill & Factory, 1, 3, 5. 

Mill Supplies, 1, 2, 3, 4, 5. 

Mining and Contracting Review, 3. 

Mining and Metallurgy, 3. 

Modern Industry, 1, 2, 4, 9. 

Modern Packaging, 2, 3, 4. 

Modern Plastics, 4. 

The Modern Stationer, 3. 

Motor Age, 1, 3. 

Motor Magazine, 1. 

Music Teachers’ Review, 1, 2, 3. 

Musical Courier, 5. 


The National Shorthand Reporter, 6. 
The New Pencil Points, 1, 2, 3, 4, 5, 6. 
Northwest Package & Tavern News, 6. 


The Office, 3. 

The Oil and Gas Journal, 1, 2, 3, 4, 5. 

Optical Journal and Review of Optometry, 
Bs 


Pacific Pulp & Paper Industry, 2. 
The Paper Industry and Paper World, 
1 


| 

Paper Mill News, 3. 

Petroleum World, 2, 3. 

Power, 1, 2, 3, 4. 

Power Plant Engineering, 1, 2, 3, 4 

Public Safety, 1, 2, 3, 4, 5. 

Public Utilities Fortnightly, 3. 

Public Works, 1, 2. 

Pulp & Paper Magazine of Canada, 1, 2, 
3 


Purchasing, l. 
The Reporter of Direct Mail Advertising, 


& 
The Retail Bulletin, 6. 
The Rotarian, 1. 


The S.A.E. Journal, 1, 2, 9. 

Sheet Metal Worker, 6. 

Shipping Digest, 1. 

Southern Automotive Journal, 2, 4. 
Sporting Goods Dealer, 1, 2 
Sports Age, 2. 

Storage and Distribution, 2. 


Textile World, 1, 2. 
Textiles Panamericanos, 3, 4 
The Timberman, 2, 3. 

Tire Review, 2. 

The Trafic World, 1, 2, 3. 
Trusts and Estates, 2. 


United Roofer, 3. 


Western Canada Coal Review, 2. 
Western Canner and Packer, §. 
Western City, 1. 

Western Construction News, 2, 4. 
Western Fisheries, 2. 

Western Industry, 6. 

Wilson Library Bulletin, 1, 3. 
World Petroleum, 2, 3, §. 
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HIGHWAY, STREET and 
AIRPORT 

















Used by 


ARMY ENGINEERS 
HIGHWAY ENGINEERS 
CONTRACTORS 


and others to learn who makes the 
products they need. The Manual de- 
scribes every type of equipment and 
material for highways, streets and air- 
ports. Explains what each will accom- 
plish. Your catalog or advertisement is 
sure to be seen at the right time if 
bound in the Manual. 12,000 circula- 
tion. Published annually. Write today 





for full details of 1943 edition. 


The HIGHWAY, STREET and 


AIRPORT MANUAL 


310 EAST 45th STREET, NEW YORK, W. Y 











DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you, 
because 
We Clip Magazines— 
some 3,000 of them in all these 
fields—prompitly. carefully and 
intelligently— 
and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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INDEX TO ADVERTISERS 


ApLeR, WILLIAM HART.. 118 and 122 
AMERICAN ARTISAN : os .80-81 
AMERICAN MACHINIST ; 58-59 
AMERICAN TRADE PRESS CLIPPING 
BURRAT : 
ARCHITECTURAL RECORD 
ASSOCIATED BUSINESS PAPERS seat 
AUTOMOTIVE AND AVIATION INDUSTRIES 107 
AVIATION EQUIPMENT ; 


. 12 
Second Cove 
‘ 


BacoNs CLIPPING BURBAI 

BarRREL & Box & PACKAGES 

BLACK DIAMOND 

RLAST FURNACE AND STEEL PLANT 
IRAMSON PUBLISHING COMPANY 

{UILDING Supply NEWS , 

tUSINESS PUBLISHERS INTERNATIONAL 
CORPORATION 90 
{USsINESs WEEK Third Cover 

65 

69 


‘HAMPION PAPER AND Fipre Co 
‘HICAGO SUN 

“VIL ENGINEERING 
‘ONSTRUCTION METHODS 50-51 
‘onTRAcTORS & ENGINEERS MONTHLY 
‘OTTON 


OMESTIC ENGINEERING 


SLEcTRICAL BuYerRsS REFERENCE 94-95 
SLECTRICAL CONTRACTING 70-71 
SLECTRICAL MANUFACTURING 54-5! 
SLECTRICAL WORLD ‘ . 4-5 
SNGINEERING NEWS-RECORD 50-51 


, 


MAINTE 
86-87 
85 
96 


“ACTORY MANAGEMENT & 
NANCE 

Founpry, THE 

Fritz PUBLICATIONS 
TARDNER PUBLICATIONS 93 

Gray, Russet. T 

GULF PUBLISHING COMPANY 61 


Heat TREATING AND FORGING 120 
HEATING, Preine & Arr CONDITIONING.SO-51 
HIGHWAY. STREET AND ArRPORT MANUAL 123 
HosPIirTaAL MANAGEMENT 117 


INDUSTRIAL PUBLICATIONS 

INDUSTRIAI & ENGINEERING CHEM- 
ISTRY i2- 

INDUSTRY AND POWER 

IRON AGE 


KEENEY PUBLISHING COMPANY 
KIMBERLY-CLARK CORP 


MACHINE DESIGN 

MACHINE Toot BLUE Book 

MACHINERY 

MARINE ENGINEERING & SHIPPING 
VIEW 

McGraw-HILlL PUBLISHING Co 
rect Mail Division) 

MeoGraw-HiIL. PUBLISHING Co 

MECHANICAL ENGINEERING 

MECHANIZATION 

METAL PROGRESS 

METALS AND ALLOYS 

MILK PLANT MONTHLY 

Mitt & FAcTORY 

MILL SUPPLIES 

MopeERN INDUSTRY 


NATIONAL INDUSTI ADVERTISERS 
\SS0CTATION 

NATIONAL PROVISIONE! 

New EQuIrMENT L1cEest 

NEWSWEEK 


& Gas JOURNA 


OLEUM IK &FINEI 
& QUARRY 
‘OWERR PLANT ENGINEERING 
PropuctTs 
OCEEDINGS or I. R. E 
cT ENGINEERING 
WorRKS 


BLISHING (COMPANY 


RAILWAY AG 

RAILWAY ELECTRICAL ENGINEER 

RAILWAY ENGINEERING AND MAINTE- 
NANCE 

RAILWAY MBCHANICAL ENGINEER 

RAILWAY SIGNALING 33 

LOTARIAN, THI 116 


S.A... JOURNAI 98 
Screw MACHINE ENGINEERING 91 
Suirn, W = & PUBLISHING Com 
PANY 57 and 1601 
SOUTHERN POWER AND INDUSTRY 101 
STEEI Insert BRetween 8S and 9% 
SWEETS CATALOG SERVICE 10-11 


TELEPHONE ENGINEER 
TEXTILE WoORLD 
THOMAS PUBLISHING Co 
TOOL AND Die JouRNA! 


WELDING ENGINEER 
WESTERN NEWSPAPER UNION 
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to RESEARCH 


Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publishers 





564. How to Prove the Value of 
Your Business Paper Advertis- 
ing in Terms of Dollars and 
Cents. 

This booklet presents a formula 
whereby an advertiser may compute 
in dollars and cents the service value 
of his advertising in a business paper 
in reaching present customers, com- 
petitors’ customers, other immediate 
prospects, and other future prospects. 
The application of the formula to an 
actual advertiser is detailed step by 
step and the results for seventeen oth- 
ers are given. Published by Keeney 
Publishing Company. 


§65. The Advertising Story of Mr. 
Alert and Mr. Inert. 

A cartoon-chart presentation of the 
mental reactions of two characters 
with reference to advertising to the 
important trends in public events since 
1930 and projected into the postwar 


period. Issued by King Publications. 


566. Employe Magazines. 

The first report in a series on em- 
ploye publications, discussing the 
aims, policies, planning, financing, dis- 
tribution, and physical factors in- 
volved in getting out an employe mag- 
azine. Issued by the Policyholders 
Service Bureau, Metropolitan Life In- 
surance Company. 


567. The Contents of 325 Employe 
Magazines. 

The second report in a series issued 
by the Policyholders Service Bureau, 
Metropolitan Life Insurance Company, 
detailing the different types of mate- 
rial found in 325 American and Cana- 
dian employe publications and the 
methods of checking employe interest. 


568. Outline of Latin American Ma- 
chine Tool Markets. 

This survey gives comparative ex- 
port statistics for four years as well as 
detailed facts on the number of estab- 
lishments in the different industrial 
groups, and the conditions that make 
them dependent upon the United 
States for whatever technical products 
they require. Issued by Ingenieria In- 
ternacional. 


569. The “Secret Weapon,” of Amer- 
ican Business. 
The Association of Export Adver- 
tising Agencies has issued this bookl 


on how coéperative effort on the part 
of United States manufacturers will 
help the country to win the war and 
maintain intact its economic structure 
for lasting peacetime prosperity. 


491. Tips to Manufacturers. 

An eight-page market data service, 
published monthly by The Oil Weekly, 
containing a summary of current op- 
erations in the drilling, producing, and 
pipe line division of the oil and gas 
industry, information on new oil fields, 
and prospects in the industry. 


§12. 1942 Shipbuilding Market. 


A comprehensive fund of informa- 
tion regarding current shipbuilding 
activity, including charts and statis- 
tics of the expansion of shipbuilding, 
emphasizing the record marine market 
for 1942. Published by Marine Engi- 
neering and Shipping Review. 


§13. The Railway Market. 


This booklet summarizes the sharp 
expansion of railway activity and the 
factors which are creating the need 
for an estimated one-and-a-half billion 
dollars of railway purchases of equip- 
ment and materials in 1942. Trends 
and developments in the various 
branches of railway activity are given 
separate attention. Published by the 
Simmons-Boardman Publishing Corpo- 
ration. 


§17. Check-Chart for Advertisement 
Analysis. 


A bulletin listing points to check 
in advertising copy, points to check 
in relation to production of inquiries, 
and points to check in comparisons 
of inquiries from other sources, in 
order to judge the effectiveness of 
the advertisement. Published by /”- 
dustrial Equipment News. 


§42. To Sell Direct or Throu; 
Distributors? 

The problem of whether to 
direct or through distributors d 
wartime economy is discussed in 
log by a new manufacturer an 
sales counselor. The article aj 
in the March-April issue of 
neering Construction Markets.’ 
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